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One way to help boost sales of a product is to put itina 
container that gets attention...attention from dealers who 
can give it prominent display; attention from customers 
who can read at a glance the message of product quality 
the package appearance tells. 


READ WHAT THE CUSTOMER SAYS: 


"'.,.We have sold four times as many Polishing Cloths... after 
changing the type of package used for this cloth.’’ The new litho- 
graphed metal container is easily spotted on shelf or counter, makes 
a colorful display. Perhaps your product can make a similar sales 
record with a redesigned container. 


REDESIGNED FOR 
GREATER EFFICIENCY 


This metal and fibre container 
is especially constructed to 
protect hygroscopic products. 
The new lock-top opens easily, 
recloses tightly. Under it is a 
tamper-proof drumhead seal. 
Does your product require 
special protective features in 


a container? 


CANae) 





AMERICAN CAN COMPANY 


This package comes in several 
sizes, handy for home or shop. 
It is fibre, with metal bottom 
and top, directions for using 
are embossed onthe lid. Canco 
has a store of knowledge con- 
cerning containers; will help 
you on the simplest packaging 
problem, or the most difficult. 
Write Canco for information 
on how you can increase sales 
of your product with a new 
container. No obligation. 


230 PARK AVENUE, NEW YORK, N. Y. 


104 SOUTH MICHIGAN AVENUE, CHICAGO 


111 SUTTER STREET, SAN FRANCISCO 
WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 
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“THERE SHE BLOWS!” rings out from the masthead of a Nantucket 
Whaler. Activity boils below. The steely clatter of harpoons and 
lances, creaking davits, and vivid ejectives of the crew, fill the air. 
Ropes trail in loops and tangles across the slanting deck. Again 
the voice of the lookout rings out, “There she blows—three points 
off the weather bow!” The helmsman veers his course. A snoring 
breeze bellies out the great white rustling sails. Masts bend . . . 
halyards strain . . . white waves heave high. The chase is on 
for a giant of the deep. In the old commerce of whaling, the 
man who stood watch in the crow’s nest knew everything that went 
on afar, or on the deck below. He could spot a “spouter” as it 
appeared over the distant horizon. He could tell whether treach- 
erous shoals and reefs were dangerously nigh. He could offer sug- 
gestions to the captain and the crew. He was . . . well, in the argot 
of our present day, he was ops! Dux iy, ihe past forty or fifty years 
the packaging of products of commerce has developed into a com- 
plex industry. Many new containers and closures have come... 
many have gone. Containers and closures that were thought 
would supplant all existing types . . . and so styled. Odd, unique 
and unusual containers . . . trick closures . . . that owed their 
existence solely to the fact that they were different. During all of 
these years, the Phoenix Compo (Band) Cap and the Continuous 
Thread (CT) Cap have resolutely held their post, not unlike that 


of the lookout on a Nantucket Whaler. They have seen closures 
come... they have seen closures go. And, they will see as many 


more come and go, for reason that they are, as they have always 


PHOENIX METAL CAP CO. 


Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco, Los Angeles 
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NEXT MONTH 


Young ladies dressed like the 
one above have long since 
disappeared from our factories. 
Yet, some of the machines and 
some of the processes, still in 
use in packaging departments, 
are as obsolete as the styles of 
20 years ago. 


In June, MODERN PACKAG- 
ING brings to all those inter- 
ested in efficiency and eco- 
nomical production, an issue 
devoted in almost its entirety 
to a series of studies of ma- 
chinery installations and pro- 
duction problems. Photo 
courtesy of the Package Ma- 
chinery Co. 


MODERN 
PACKAGING 


NUMBER 9 
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eee knows but one stand- 
ard in its packaging methods (as in everything else!) 
... lop-efficiency! When a machine becomes out- 
moded, out it goes, regardless of the original cost. 


Typical is the replacement of two old, slow, in- 
efficient machines by one 1938 top-speed Reding- 
ton Continuous Loading Cartoning Machine. 
It cartons Colgate’s medium size tube of Dental 
Cream and folds an insert over the top of the tube 
at a remarkably high speed. 


Only half the former number of operators are 
needed . . . half the floor space. The economies 
on this Redington will pay for the original invest- 
ment in a short time and earn handsome dividends 
for years after. 


Other Redington Cartoning Machines are 
handling the larger size of Dental Cream, the 
special carton of Cashmere Bouquet Soap and 
the three sizes of Dental Powder (one adjustable 
Redington cartons all three sizes). 


Perhaps Colgate’s experience with outmoded 
equipment isn’t similar to your problem. But 
whatever it is, you’ll find that, “If It’s Packaging 
—It Pays to Try Redington First.” 


F. B. REDINGTON CO. (Est. 1897) 






HERE'S 


WHAT COLGATE'’S 
DID ABOUT IT? 








This New Redington... 


designed for Colgate’s medium size tube of Dental Cream is 
the latest type Continuous Loading Cartoning Machine . . 
smooth, quiet, remarkably efficient. Handles collapsible tubes, 
Jars, bottles, cans and other containers at a high speed. Mech- 
anism for folding and inserting a circular and handling special 
items can be easily attached. 


Other Redington Machines 





Carton... 








110-112 S0. Sangamon St. CHICAGO, ILL. 











for CARTONING « CELLOPHANE WRAPPING - CARTON SEALING 











For Transparent Packages 


that catch Bigger Sales 












When you see Lumarith Protectoid transparent packages 
on the sales counter, you never see splits or tears or wrin- 
kles. You see bright, attractive, inviting packages—with 
a sparkle that draws customers and reflects constant credi 
to the designer and maker of the package. 

Lumarith holds its sales appeal because it never shrinks 


ished metal parts. It cements easily and peymanently 
(actually a weld). It has a perfect printing surface. 

Use Lumarith for all transparent applicatioys, and you'll 
always be sure of a package that does morg¢ than its part 
—“- in ringing up sales. Lumarith is available in thicknesses 
—~ ~~ from .00088” thin to as thick as required/It will be worth 
while to get full information on Lumafith’s possibilities 


in your business. Write Packaging Division, CELLULOID 
CORPORATION, 10 E. 40th Streft, New York City. 
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IF YOU ARE WORKING ON A 
TRANSPARENT PACKAGE... 
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SILVER RAY 


POINSETTA IN CHRISTMAS COLORS 

















For a general line of Gift and Holiday Boxes, 
what could be more appealing for a box cover- 


ing than this stylish silver printed paper. 


Why not get the price of Poinsetta. You will be 
surprised to find how much your money will buy. 
Also ask for the set of large sample sheets which 


has been prepared for experimental use. 


MADE AND SOLD BY 


HAMPDEN GLAZED PAPER & CARD COMPANY 


Holyoke, Massachusetts 


SALES REPRESENTATIVES 


New York, N. Y Chicago, Ill. San Francisco, Calif. 
60 East 42nd St. 500 So. Peoria St. 420 Market St. 
Philadelphia, Pa. Fred’k. Johnson & Co., Limited Toronto, Canada 
412 Bourse B'ld'g. 234, Upper Thames Street 137 Wellington St. West 


London, E. C. 4, England 
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Mundet branches or represen- 
tatives in these cities are ready 
to serve you promptly. 


ATLANTA 
339-41 Elizabeth St., N.E. 
CHICAGO 
2959 N. Paulina St. 
CINCINNATI 
427 W. 4th St. 
CLEVELAND 
11500 Florian Ave. 
DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave 
HOUSTON 
Commerce & Palmer Sts. 
LOS ANGELES 
2051 E. 37th St. 
LOUISVILLE 
Kentucky Bottlers Supply Co. 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
439 No. Peters St. 
PHILADELPHIA 
2226 Arch Str. 

ST. LOUIS 
506 S. Main St. 
SAN FRANCISCO 
440 Brannan St. 
SEATTLE 
Succop-Tighe & Sons 
2737—Ist Ave., South 








UNIFORMITY 


With the smallest variation in the threads of the screw- 
type closure, its absolute sealing power is lost. 

Mundet Molded Screw Caps are products of precision 
manufacture . . . in stock designs or made to special 
order. Mundet machines and methods guarantee accuracy 
in every detail of size and construction . . . in any 
quantity. 

If complete sealing protection is important to you, try 
Mundet Molded Screw Caps. They pass the most critical 
tests of mechanical perfection . . . add to the attractive- 
ness and convenience of the package. Let us quote prices 


on your required quantities. 


CLOSURE DIVISION 
65 SOUTH ELEVENTH ST., BROOKLYN, N. Y. 


MUNDET CORK CORPORATION 
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HERE’S A “SET-UP” BOX 
that comes FLAT FOLD! 
SIMPLEX BOXES combine 


the economy and compactness of cartons 
the attractiveness and wearability of set-up boxes 


E oO a O We 4 E & all the way. Low original costs, savings in valuable floor 
space ... rentals . . . handling . . . shipping costs. 

S T Fe cE fy G T H Long service, durability are assured by choice board, sound 
construction, sturdy workmanship. 


ATTRACTIVENESS eric nts one 


SIMPLEX BOXES are set up with the greatest of ease. Unskilled workers can soon be so proficient 
that wrapping and packing costs are cut to the bone. Three easy motions set up a SIMPLEX box: 


All these conveniences spell the solution to your 
storage, packing, and shipping problems in addition 
Click! to bringing you a more attractive, better, sales ap- 


It locks into place! pealing container. Write now for full information. 


SIMPLEX PAPER BOX CORPORATION 


LANCASTER dE SATE siode Under ee an parts OF 


The U. S. A. And Canada 
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HOLDS NO TERRORS FOR 
REYNOLDS METAL UNIFOIL 


Scientific Fade-o-meter tests show that most new 
Unifoil colors actually surpass the ''Fadeproof" 
limit recognized by the United States Bureau 
of Standards. 
Give your products the advantage of 
this powerful Sales-Productive ma- 
terial. For greater product pro- 
tection and greater display 


value... 


REYNOLDS METAL 
UNIFOIEL 


AN AMERICAN PRODUCT MANUFACTURED IN THE JU. S. A. 
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HOME CONVENIENCE 



















Easy for the housewile to open 
and close. Keeps your bread 
fresh and palatable in the home- 
Diafane will cu 
transparent cellulose prea 
wraps bY one-third. 
Og WY 
Gt yet —/ oh as at ony 
q \\ at lor 1088 \N ye wy 9 e™ 
se ¢ e we, e wy PCat »* 
gas O otal pie \ soot ie Se 
pic’ prod st erent god ae? ee” oo, ” * Based on size for oV- Ib. 
ovt Vs ao? 3x <oa ow? 0 ee loaf urchased 12 rolls. 
youl pis << 9 Or? go ope* at P Penk 
Pte <2 ? < om Still greater saving if you 
e ~ a? ao ~ now use sheets- 
oe? ¥ ' 
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FOR YOUR CLOSURE 
AND GLASS NEEDS 


DRESS UP YOUR PACKAGES — Here at Closure 
Headquarters you will find a complete line of 
molded caps in a variety of distinctive designs 
proportioned to harmonize with the most pop- 
ular types of glass containers. Or private de- 
signs, if you prefer. All contain the famous and, 
-patented Anchor retaining ledge and recess, J 


LOCKED UP — Only in Anchor Molded Caps will 


you find the famous liner retaining ledge and 


as well as a special scientifically designed | 
thread which permits proper clearances and§ : 
; 5 ; recess. A patented feature, it holds the liner cap- 
gives a full 360° contact with the glass thread. ag 
tive, preventing it from falling out in shipment or 
application or from sticking to the container fin- 
ish on removal, At the same time, it permits the 
liner. to revolve freely, thus preventing any dam- 


age to its sealing efficiency. 


il sii = 

SHE'S ING — After th 

keeps in Anchor Molded Caps, these ingenious ma- 
chines remove every particle of liner dust. Just a 
little detail perhaps, but it shows the care Anchor 
takes to make certain its closures will give perfect 


satisfaction in every little detail. 
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* 2T0 64— There are sixteen members 





of this handsome. family of Amber 





’ 


“Round Cornered Squares”’ to fit all re- 






uirements from tiny 2 oz. to the gigan- 
5 Rig 









tic 64 oz. size. Like all Anchor Hocking 






Glass they’re handsome fellows with 






plenty of gleaming sales appeal. 






merchandisers recognize the 


SALES PEPPER-UPS — Shrewd 


tonic effect on their sales when Anchor Hocking Premiums 










are offered... and consumers recognize the lovely designs, 








the fine quality and their worth-more-than-the money appear- 






ance. Illustrated are a few pieces from the “Manhattan” line 






—a pattern that has evoked the praise of foremost designers. 








Anchor Hocking has scores of other premiums available in 
sets or.individual pieces. 



















WEIGHING IN —Good glass 


care in measuring the ingredients. Shown here is a section 


like good food—requires exact 













/ REGULAR GUYS — Don't let the Fexereye| 


: of a weighing room in one of the Anchor Hocking Glass 
looks of Anchor Hocking containers 












aS ; plants where every modern device and method for the pro- 
fool you. They're no. sissys! Anchor ; . 

& ie _ duction of fine glass—many of them exclusive with Anchor 
Hocking designs are first of all practical 
; Hocking—may be found. 
.. able to take the knocks of high- : 







speed production, shipping and_ han- 








dling. Their sparkling, brilliant finish ANCHOR HOCKING GLASS CORPORATION, LANCASTER, OHIO. CLOSURE 
is only equalled by their tough, two- DIVISION: LONG ISLAND CITY, NEW YORK, and TORONTO, CANADA 


fisted ability to “take it”. 







Branch offices in all principal cities 








SERVICE FOR YOUR} 
SHIPPING BOXES 


x 


DEFENSE, DESIGN, DIS-§: 
PLAY .. . the shipping box# 
that provides this triple serv-§ 4 
ice---has everything! Your}. 
product in an H & D box isf 


defended against all normalff }: 


hazards of handling and ship. 
ping; it travels economically® 
because the box is designed 
to be practical; it sells the 
products it carries because 
on its smooth surface is 
printed an effective display 
advertisement. Get these 
three superior features in 
H & D modern shipping boxes, 


“IDEAS for Corrugated Boxes’’ — illustrat 
the modern trend in shipping boxes, count 
displays and shipper-displayers. Write fe 
your free copy now. The Hinde & Dauc 
Paper Company, Sandusky, Ohio. 


Factories and Sales Offices in Principal Citi 





Ts make Yous 
package outstanding 


USe 


He 





Your choice of 15 color combinations from 
stock. + + Special colors made to order. 
Sample sheets gladly sent on request. 


No. 81-GC 
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PERMANENT 
REMEMBRANCE ADVERTISING 















Mastercraft Re-Use Containers are 
more than just a package. Their 
inherent dignity of design and 
finish lends that extra touch to your 
product which immediately dis- 
tinguishes it from others in less 
‘formal dress.”’ 


Tailor-made in quantities of 1000 
or more in leatherette, genuine 
leather, metal paper or metal in a 
wide variety of color combinations. 
Designed, finished and decorated 
to suit your requirements. 





We will gladly cooperate with your 
packaging department in fitting a 
Mastercraft Re-Use Container to 
your product. Write, stating items 
in which you are interested, and 
we shall be pleased to quote prices 
and submit samples. Or, if you 
desire to discuss Mastercraft Re-Use 
Containers with our representative 
in your territory, we shall be 
pleased to have him call on you. 


MASTERCRAFT 


DIVISION 


HARLICH MFG. CO. 
Send to 1401-1417 W. Jackson Blvd., Chicago, III. 









MASTERCRAFT 


Re-Use Containers 


USEFUL 
BEAUTIFUL 
DURABLE 


| De Luxe 


Packaging 
Fotisccccd 


CAKES 
CANDIES 


CIGARETTES 
CIGARS 


COOKIES 
CORDIALS 
COSMETICS 
FANCY SOAPS 


' FRUIT CAKES 


GLACE FRUITS 
GLOVES 
HABERDASHERY 
JEWELRY 
LINGERIE 
1A) (00) 210505) 
PERFUMES 
SILK STOCKINGS 
TOBACCO 
TOILET WATER 
WINE 
WHISKEY 

ey Os 
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fF DO FOR MY BUSINESS? 


JUST THIS — Motion pictures can tell your story more powerfully 
than it can be told in any other way. 


TO YOUR SALESMENW— Do your salesmen tell your story as you 
want it told? Pictures can enthuse your salesmen, drive home your com- 


plete story, and dramatize the best way to apply it in the field. 


TO YOUR JOBBERS— One of our clients reports that only by using 
films can he persuade his jobbers’ salesmen to come to his meetings. They 
come to see the picture — get the manufacturer's story as he wants it 
told — without interruptions. 


TO YOUR PROSPECTS — If only your prospects could see your 
plant, meet your men. Take your plant, your staff, your product, your story 


to them. It's easy with motion pictures. 


TO THE PUBLIC — Six thousand regular motion picture theatres 
now run advertising films. A wide distribution among special groups of 


all kinds is available to those who have 16 mm. pictures. You can demon- 


WHAT CAN MOTION PICTURES 








strate your product — dramatize your service to millions — with pictures. 


Add the extra punch of showmanship to your sales campaign this year. 
Put this most powerful of modern promotion tools to work for you. Ask us 
for detailed information and costs. Fill out and mail the attached coupon. 


T. W. WILLARD MOTION PICTURE CO. 


130 West 46th Street, New York City 










T. W. WILLARD MOTION PICTURE CO. 
130 West 46th Street, New York City 


Gentlemen, 
Please send me specific information about 








motion pictures as applied to my business. 







| am interested in reaching salesmen...... 





jobbers......prospects......public...... 
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Lady Lillian Manicure Set in dual-use box of American Stationery Company’s writing paper, Wrico Lettering Instruments in utility case of 
red and black Bakelite Molded. Auburn Button boxed in lustrous black Bakelite Molded. The handsome mahogany wood grain Bakelite 


Works, molder. Gorham Company, molder. Molded. Auburn Button Works, molder. 
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Containers that are Permanently Useful 


4 

4 

| DESIGNING a container for the product manently useful, as well. Whatever your merchandising plan, 

| which is appropriate and attractive is The manicure set container is a handy Bakelite Molded packages may be pro- 
only the first step in modern packaging. dual-use box, which appeals strongly to duced, economically, in special designs 
Today, smart merchandisers are taking | women because it can be used later on to suit your needs. They are available in 





full advantage of the“extra values” which for cigarettes or trinkets. Lasting utility white, black and numerous opaque colors 
often can be designed into a container to also is an advantage of the striking jet- and mottles; as well as in gem-like trans- 


increase its ‘sales-winning effectiveness. black writing paper box, designed to parent materials. 
; For example, through the use of lus- invite refills. The lettering instrument 
i trous, durable Bakelite Molded, the three —_ case is light but strong, will withstand con- Write for our 52-page booklet 8C,“A 
| containers shown have been made not stant handling without marring, and will Guide to Modern Packaging with Bakelite 
> only handsome and distinctive but per- last as long as the instruments themselves. Materials”. 


PTA KR EE Le £ €—E Oo RP OR AT FON. 247 PAR E A VEN U BEB. NE W ¥ OO RK; Nay 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto, Can. West Coast: Electrical Specialty Co., Inc., Los Angeles and San Francisco 


Subavet od ve. 






Mencat sign for infinity OF unlimited quantity I symbohzes the infinite 
aumber of prevent ond twture uses of Bakelite Corporanon’s products 


The registered trade marks shown above distinguish motenats 
monuiactured by Boteite Corporonon Under the capital “Bs he 


PLASTICS HEADQUARTERS 
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“BETTER SEALING FOR 
BETTER BUSINESS” 


VACUUM CAPS 
CAPPING MACHINERY 


SCREW CAPS V2 CROWNS 
Vv. P.O. CAPS @cs LUG CAPS 


MASON CAPS 
DOUBLE SHELL CAPS 


INTERRUPTION TO 


Courtesy The Greyhound Lines 


SERVICE 


Here is one of the reasons why service on the Greyhound Lines 
is so dependable .Whenever a motor needs repairs, it is quickly and 
easily replaced by one in perfect condition. By keeping extra motors 
on hand at division points, Greyhound makes sure that schedules 


are not interrupted by motor troubles. 


CCS likewise safeguards the production of Crown Closures against 
interruptions. Crown Closures are made on specially designed, high- 
speed machines, which are kept in perfect running condition by a 
corps of highly trained mechanics. In addition, sufficient auxiliary 
equipment is kept on hand to assure an uninterrupted flow of Crown 
Closures at all times. You can always rely on CCS for dependable 


service as well as the finest closures that money can buy. 


CROWN CORK AND SEAL COMPANY e@ BALTIMORE, MD. 


World’s Largest Makers of Closures for Glass Containers 








OME manufacturers can- 
not predict, for any given 


season, what quantities of cartons 
they may require for the various 
fens ocd a : _ styles or sizes of items in their line. 
3 ) Some manufacturers must 
maintain standards which oblige 
them to use cartons of superla- 

tive quality. 

Some manufacturers require 
cartons involving complicated 
and difficult construction. 

These may be unusual demands 
—but not for“U-S;’ for the “U-S” 
organization is noted for “spec- 
ializing in the unusual.” 

Then there are manufacturers 
whose needs may be summed 
up briefly: Uniformity in quality; 
long-run economy; dependabil- 
ity in delivery. 


And All of these Manufacturers 
Find in “U.S” a Source of Supply 
Geared Accurately to their needs 








The UNITED STATES PRINTING & LITHOGRAPH COMPANY 
ano pivisions. . 









* * AMERICAN LITHOGRAPHIC DIVISION 


* ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
* DONALDSON LITHOGRAPHING DIVISION 


HOME OFFICE: 328 BEECH STREET * ERIE LITHOGRAPHING & PRINTING DIVISION 
CINCINNATI, OHIO * PALMER ADVERTISING SERVICE DIVISION 


* WF. POWERS DIVISION 
* THEO A SCHMIDT LITHOGRAPHING DIVISION 


SALES AND SERVICE OFFICES: 


ATLANTA CINCINNATI 
BALTIMORE CLEVELAND 
BOSTON DETROIT 
BROOKLYN ERIE, PA. 
CHICAGO INDIANAPOLIS 
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WHEELING S7EEL CONTAINERS 


@Once you lock your product under the seal of one of 
Wheeling’s many patented steel containers . . . it’s safe 
... insured against tampering, substitution and refills. 
Each sealing device is readily removable for dispens- 
ing the contents. Yet when only partially emptied, air- 
tight closures are provided to prevent contamination. 

Wheeling Steel Containers... 1 to 70 gallon capac- 
ities... with a wide variety of closures, meet every 
packaging need. 

Our research department offers you a thoroughly 
equipped service in developing special linings for 
containers to protect your particular products. 

Write direct or to one of the nearest branch offices 
and we will be pleased to apply time and study to your 
shipping problems. 


Water-thin liquids as well as very heavy 
semti-liquids can be poured easily from the 
Wheeling Full-Flow Pail. The dome top 
(see upper illustration) has a cover-all cap 
= y to protect spout and a cam cap for resealing. 


Trewvore—sr-.ovs WHEELING CORRUGATING COMPANY cimcimars mnmearou 


CHICAGO PHILAGRE STEEL CONTAINER DIVISION PO. CLEVELAND 
vibe! ead 2 WHEELING, WEST VIRGINIA DETROIT 
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One who can appreciate the value of seals 
that say to buyers: “This is genuine Soandso, 
exceptionally fine quality, 1OO% pure.” 

And... “This bottle has never been opened 
and sniffed or sampled.” 

And... “The makers of Soandso want to 
be sure I get my money’s worth.” 

No plain screw cap can say all that. But 
Pilfer-Proofs do! Because they are locked on 


the bottle, and only things of value are kept 


} U.S. Pat. Off. 





MODERN PACKAGING 


under lock. Yet the user can open them easily 
with a twist that snaps the locking ring. 

Here’s a seal you can merchandise, feature 
in your advertising instead of the time-worn 
“Look for this signature.” And this seal with 
a sales slant is economical, airtight, attractive, 
and a good reclosure. 

For full facts on Pilfer-Proof Seals, write 
ALUMINUM SEAL COMPANY, 1345 Third 
Avenue, 


New Kensington, Pennsylvania. 
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SMITHCRAFTED CONTAINERS 
are fabricated of embossed and 
decorated leatherette, metal foils, 
or various other materials wrapped 
over fibre board or wood car- 
casses—with little limitation as to 
size, shapes, color, and design 
eHects obtainable—without pro- 
hibitive mold or die charges even 
in small quantities. 














The Heinz Treasure Chest 
Another SMITHCRAFTED accomplishment, a beau- 


tiful gift package of high value impression yet low 
enough cost to permit successful gift-merchandising of 
the product packaged. 


Whether Baked Beans or Champagne—Hosiery or 
Electric Heating Pads—no matter what your product, 


—A SMITHCRAFTED container can enhance it as a 


gift item. Write or phone now. There is no obligation. 


THE S. K. SMITH COMPANY 
2857 N. WESTERN AVENUE CHICAGO, ILL. 


New York Office, 52 Vanderbilt Ave., MUrrayhill 2-8290 


) SMITH 
CRAFTED 
CHICAGO 
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bringing down costs, in choosing the RIGHT 
package, the RIGHT materials, and the 


RIGHT manufacturer. 


Then write immediately for your copy. 


PACKAGING CATALOG 


425 FOURTH AVENUE, 
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Is a guarantee. 


,4 
Helmold's rule is accurate, f# 


from... 
J. F. HELMOLD & BRO., INC 


durable, uniform in temper 
ETiloMnislMechclilet-lne MCh MR <> Coxe] 


ice 


it a rule to assure yourself 


of these qualities by order- 


Tate 


Established 1881 


1462 SHAKESPEARE AVE. 


CHICAGO 
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KIMBLE GLASS COMPANY ..-.-- VINELAND, N. J. 


NEW YORKe: CHICAGO?* PHILADELPHIA*e+ DETROIT** BOSTON 
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XMAS and HOLIDAY boxes 
irresistible—desirable and 
permanent reminders of 


YOUR PRODUCT 


TRUIT CAKES 
COSMETICS 
JEWELRY 
HOSIERY 
LIQUORS 
RAZORS 
CANDY 
BELTS 

SOAPS 


LEATHER-LIKE 


in Appearance 





and Attraction 
but not in PRICE 


Relatively low costs but proven 
SALES RESULTS 


Embossed & Decorated in Distinctive 
Moorish, Florentine and other effects 


PROVIDE Real Holiday Attire for 
Quality Merchandise 


Insuring INCREASED SALES and a Perma- 
nent Useful Remembrance 


Our Planning & Designing Service is Yours 
without Obligation 


DURAND MANUFACTURING COMPANY 


OFFICE and PLANT: 1319 South Michigan Ave., Chicago, 
New York Office 225 Fifth Avenue 
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CAMEO-FLEX 


PROCESS * REG. TRADE MARK 
THE NEW MULTI-COLOR REFRACTION 


developed by 
CAMEO DIE CUTTING AND ENGRAVING CO. 





WHAT IS CAMEO-FLEX* PROCESS? 


CAMEO-FLEX PROCESS is the newest multi color 
refraction perfected by Cameo Creative Division. Its 
application on labels, box designs and merchandise 


decorations provides a sparkling freshness of beauty! 
Its powerful eye-attraction qualities enhances the 


display value of any product. 


Cameo-flex Process is another of the many new 
ideas and technical advantages which are being de- 
veloped constantly by our industrial designers and 
engineers, to enable our clients to achieve unusual 
effects and economies. You are invited to submit any 
problem requiring original thought. | 


Write for details of CAMEO-FLEX Process 


and how you can use it 


CAMEO DIE CUTTING AND ENGRAVING CO. 


154 West 14 Street . NEW YORK ° WaAtkins 9-8484 


PRODUCERS OF UNUSUAL 


LABELS e SEALS e BOX COVERINGS ¢ DECORATIONS 


IN EMBOSSED METALLIC AND FANCY PAPERS 


* REG. TRADE MARK CANADIAN BRANCH: 371 DOWD ST., MONTREAL 

















YOUNG IDEAS of SHOWMANSHIP for Packaged 


merchandise daily take flight from this “nest” 


full-grown in experience + surrounded by ideal 


facilities. * “NATIONAL” designing and deco- 


ration consistently introduces modern Container 





treatments that reach the utmost in practical 


Stau G 
TRADE REVIVAL 


with 


“NATIONAL” 
Packaging Idec! 
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NATIONAL CAN CORPORATION 


SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 


EXECUTIVE OFFICES e 110 EAST 42nd STREET - NEW YORK CITy Seria aa 
Sales Offices and Plants. @ NEW YORK CITY + BALTIMORE + MASPETH, N.Y.» CHICAGO + BOSTON + DETROIT + HAMILTON, OHIO 


MAY 1938 








Beetle 


HELPS SELL GENELL BLISS COSMETICS 


Be ETLE’S pleasing color draws customers to Genell Bliss Cosmetics... 
helps to speed their sale. Equally appealing and intriguing are 
the light weight, compactness and lustrous surface texture of these 
Beetle* packages. Their strength and chemical inertness give per- 
manent protection to the cosmetic contents. An outstanding example 
of packaging in which color and utility are combined to produce 
profit in sales. Let Beetle’s brilliant colors help you keep your products 
in demand! 

A new brochure, illustrating Beetle’s wide adaptability for packag- 
ing, is available on request. 


BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID .COMPANY 
34 Bee eweretLerR; PLAZA, NEW YORK, N.Y. 





*Trade-Mark of American Cyanamid Company applied to urea products manufactured by it. 
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it’s all color and in all colors 
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Spring is the Season for 


NEW PACKAGES, 











Brighten up your Products and your Prospects 
with a new Gardner-Richardson Carton 


New packages are particularly good business 
in the Spring. Your distributors, your dealers 
and your buying public look for changes and 
welcome them in the Spring. 


Let us Help you "Hatch" a New Idea 
The Gardner-Richardson organization can help 
you in a great many ways in creating a new pack- 
age that will protect your product, produce sales 
and control costs. From our large line of carton 
boards, one can be selected or specially created 
to meet any requirements of your product. 


From our carton design department will come 
suggestions created, above everything else, to 
make your product tempting to the kind of 
people who should buy it. And every sugges- 
tion will be kept well within the relentless 
limits of your packaging budget! 


Write About Your Package Today 
A letter, briefly explaining your packaging prob- 
lem or ambitions, will give you a start in the 
right direction. Mail it today! Remember— 
Spring is the season for New Packages, too. 


The Gardner-Richardson Company 
Manufacturers of Cartons and Carton Board 


Middletown, Ohio 


Offices in Principal Cities 


MAY 1938 













A SENSATION IN 
SURGICAL DRESSINGS 


A TRIUMPH OF 
MODERN PACKAGING 












NEW RITCHIE PACKAGES HELP BAUER & BLACK TO INTRO- (Gaim 
DUCE FIRST AND ONLY STERILIZED ADHESIVES—WIN Teli 


MORES Sayg tap; 


INSTANT APPROVAL FROM DEALERS AND CONSUMERS ALIKE! cee 

















Bauer & Black Handi-Tape and Adhesive are the first 
and only adhesive tape bandages to be successfully 
sterilized! The development of an adhesive that will unusual packaging problem. The bandages are 
withstand sterilization in live steam at 240° Fahren- aold deubdocuiled nud ecified tu Gines eee. 
heit marks an outstanding step in surgical dressing 
history. An outstanding packaging triumph is Ritchie’s 
creation of packages for these products that can not 
only withstand the heat and pressure of sterilization, 





Here are Ritchie’s solutions of this difficult and 


























tive, air-tight containers — containers in which the 
products are unexposed and untouched until used 
by the buyer! Yet all he need do to break the seal 


but that can be simply and economically sealed before is give an easy pull on the handy thread which 
sterilization and then conveniently opened by the con- encircles each package — no mechanical openers 
sumer. Working closely together, Bauer & Black and or key gadgets of any kind ineesiiecnaiael 


Ritchie have made possible the marketing of a product 
which most chemists said was beyond achievement. 


This is one example of how Ritchie’s design inge- i Amn HhOk a j 
nuity and 72 years of packaging experience work "he. : 
to the advantage of manufacturers in practically 
all fields. Every year products ranging from auto 
accessories through cosmetics to watches gain new 








sales and merchandising value with a Package by sé SEALEO a "ag ny 


Ritchie. Have you a packaging problem? 








Set-up Paper Boxes—Fibre Cans 


W. C. RITCHIE AND COMPANY - 8849 BALTIMORE AVENUE - CHICAGO 


NEW YORK DETROIT CINCINNATI LOS ANGELES ST. LOUIS ST. PAUL DENVER 
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Cc. A BEESERIN, PUL IS 4 ER, 
A. Q. MAISEL, MANAGING EDITOR 





MODERN PACKAGING once again presents its early season forecast 


4 of the prospects and probabilities in packaging for the holiday season of 
1938. The reader will note that particular emphasis has been laid upon 


: the current economic situation and its probable effects on the volume and 





} types of packages which will be utilized for holiday promotions this year. me 
4 It should be remembered, of course, that the data herein presented, 
| while as complete and as thorough as it has been possible for the Institute 
of Package Research and the various contributors to make it, is necessarily 
subject to later revision. The economic picture itself may change. 
Government spending, a greater or lesser degree of inflation and even 
the international situation may exert effects upon holiday buying. Yet, 
: from all reports from manufacturers and from retailers, it would seem that 
the trend is definitely set for the year and that changes in the months to 


come may affect this trend more in degree than in direction. 


WHAT THE RETAILER WANTS FOR 1938 


; THE MERCHANDISE MANAGERS AND PRINCIPAL 
buyers of the larger department stores are perhaps in the 
best position of any group to judge the temper of the 
buying public. They have learned how to anticipate, 
months in advance, the desires and needs of the vast 
armies of consumers whom they serve. 


How that business varies may be studied in Chart A. 
It will be noted that we here list those departments 
which are most greatly affected by gift purchasing— 
those departments whose products most logically fall 
in the gift class. In these departments, December sales 
run all the way from twice the normal month’s volume 
to as high as eight times that volume. 


Come what may, manufacturers serving these depart- 





And one thing they have learned, beyond any doubt, 
is that the volume of business they will do in December 
bears a very fixed and unvarying relationship to the total 
volume of any year—and that that relationship is such 
that December business equals almost as great a total as 
that of two average months. 





ments may confidently count upon the maintenance, this 
year, of the same relationship between holiday business 
and average business as is indicated in this chart. 

But within these departments, what kind of merchan- 
dise will be sold? Which manufacturers will stand the 
best chance of gaining a greater-than-average volume of 


MAY 1938 
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CHART A 


Arrow Indicates Average 
Month's Business 


December Per Cent of 
Total Annual Business 


SILK AND MUSLIN UNDERWEAR 25.1 


: | , 
PETTICOATS AND SLIPS 23.6 


16.8 
30.0 


17.6 


20.6 


22.1 


17.0 





_ HOUSEHOLD LINENS 16.5 
| BLANKETS AND COMFORTABLES 16.1 


ROR AV TA. choi, a ant ee RES 


- TOUET 21.6 
19.7 
29.1 


25.1 


32.8 





RAND SCARFS 17.8 


Fa Nat ot OD 






a 





20.2 
17.4 


19.8 


* Courtesy National Retail Dry Goods Assn. 


business? What types of packages will prove most ac- 
ceptable to the buyer and the buying public? To answer 
these questions, the Institute of Package Research has ap- 
pealed directly to the merchandise managers, the general 
managers and the principal buyers of department stores in 
cities scattered throughout the country. Their answers 
provide a perfect cross-section of opinion in the retail 
trades. The stores questioned include the largest New 
York and Chicago units and others in towns and cities 
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of every size. They include the exclusive ‘‘Avenue’’ 
shops as well as stores serving every other class of trade. 
And thus they provide a guide which manufacturers 
might well follow in planning their holiday packages. 

The first question asked in every instance was ‘‘What 
effect do you anticipate the changed business situation 
will have on gift and holiday merchandise in the coming 
holiday season?’’ As may be seen in Chart B, buyers pre- 
dicted a great volume for the lower priced merchandise 
by a vote of two to one. 

By exactly the same vote, they expressed their desire 
for more elaborately decorated packages to attract 
greater consumer attention. By an even greater majority, 
buyers rejected the idea for the use of simple and inex- 
pensive packaging designed to appear economical to meet 
the desire for lower priced merchandise. 

Analyzing these closely related answers, we may right- 
fully conclude that department store executives antici- 
pate a restricted public purse for gift buying, as well as 
for other buying, in the fall of 1938. 

But what will this “‘tightening up’’ do to the mental 
reactions of the gift purchaser? 

Will her desire to be economical make her want to 
look economical? Emphatically, No! 

Will she, on the contrary, wish to cover up the fact 
that she has cut down somewhat on her gift expen- 
ditures? Equally emphatically, Yes! 

And how may the department store best meet this de- 
sire on the consumer's part? Obviously, by making the 
package carry the burden which the product can no 
longer bear. For the consumer who wants a lower grade 
or a smaller quantity of any given product for her 1938 
gifts, the department stores would supply decorative 
packages or over-wraps that would make this lower 
grade or smaller quantity appear as large, as generous 
and as freely given as before. 

Another tendency is to be noted in the comments of 
retail executives, namely, an anticipation of a greater 
degree of buying concentrated among the more practical 
gifts and here again the store's reaction has been to ask for 
packages of a more highly decorative and more elaborate 
nature. The feeling in this instance has been that con- 
sumers will wish the package itself to provide a ‘‘gift 
atmosphere,’’ which a practical product seems to lack. 

Finally, a third angle is expressed in some instances as 
tending to influence the department stores toward the 
purchase of pre-packaged holiday merchandise as against 
the alternative of gift wrapping by the store. This ten- 
dency was expressed by one buyer in the following 
terms: ‘With the added cost and unionization of truck 
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drivers and employees, a finished package that will stand 
delivery jars stands a fine chance of being pushed.”’ 

Each of the buyers and merchandise managers was 
asked to express opinions on specific types of packages 
and displays. In Chart C will be found a tabulation of 
their answers to this group of questions. 

Two points are especially noteworthy in this regard. 
First, re-use packaging and combination and set packag- 
ing are still in high favor with approximately two- 
thirds of all the stores interviewed. Secondly, the vast 
majority of buyers desire to see more rigid transparent 
containers and more over-wraps used on standard pack- 
ages. Finally, it should be observed that the feeling in 
regard to specially prepared manufacturer-supplied dis- 
plays is very evenly divided. This, of course, is in large 
measure due to the type of stores being considered— 
stores utilizing their own display departments and often 
having their own special style of display. If the same 
question were to be asked of chain stores or retailers 
other than department stores, there is no doubt that a far 
higher proportion would express the desire for manu- 
facturer-supplied displays. The significant point is that 
even in the department stores, for 1938, fully 50 per cent 
of buyers would like manufacturer-supplied displays. 

How do manufacturers’ plans line up as against these 
department store requests? Have they keyed their pro- 
grams to the needs of the retailer—or are they working 
at cross purposes? Let us refer to Chart D, which 
records the answers of manufacturers to the same ques- 
tions department store buyers answered in Chart B. 


While buyers voted two to one in predicting a demand 
for lower priced merchandise, only half of the manufac- 
turers interviewed would seem to agree with this pre- 
diction. Yet, by a three to one average, manufacturers 
coincide with the retailer's desire for more elaborately 
decorated packages, capable of opening purse strings and 
capable of making smaller gifts seem larger, more prac- 
tical gifts seem ‘‘giftier."’ Manufacturers are almost 
unanimous in rejecting the attempt to appear economical 
through the use of ‘‘skimpy” holiday packages as a 
means of shooting for sales. 

And these three reactions show a surprising uniformity 
among manufacturers, irrespective of the particular de- 
partments served by the suppliers. 

As for how manufacturers are planning to meet this 
anticipated trend, the reader is referred toChart E. Here 
he will note a majority planning to use either combina- 
tion or set packages, or standard packages with over- 
wraps of holiday decoration. It should be observed, of 
course, that there is nothing to preclude a package from 
falling within both of these categories. Re-use con- 
tainers are favored to a lesser extent and rigid transparent 
containers seem to be even more limited as manufactur- 
ers’ choices. Here, once again, a word of caution would 
seem to be indicated. Only some of the manufacturers 
interviewed make products which might logically be 
packaged in containers of either of these categories. 

Finally, it will be noted that manufacturers are plan- 
ning, in a four to one proportion, to supply retailers with 
special displays for holiday merchandise. 
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1. Bath salts by Maison Jeurelle are pre- 
sented in white platonite containers, pro- 
duced by Hazel-Atlas Glass Co. and shaped 
in exact simulation of small flower pots. 
Blooming over the bath salt product are gay 
flowers of five varieties, each type indicating 
the scent of the bath salts in that particular 
container. 2. Even so prosaic a product 
as soap can frequently be converted into an 
attractive multi-unit gift by means of trans- 
parent wraps decorated in the Christmas 
spirit. Photo courtesy ‘Cellophane’ Divi- 
sion, E. |. du Pont de Nemours & Co., Inc. 
3. Silverware manufacturers have utilized 
a wide variety of the newer materials for 
gift chests. Yet a large proportion of their 
packages will be found in modernized ver- 
sions of the tarnish-proof wooden chest, 
velvet lined and frequently decorated in 
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two-tone pastel color schemes. The four 
chests here shown are by the McGraw Box 
Co. 4. Gifts which permit of the inclu- 
sion of personalized messages from the giver 
naturally command especial attention. Thus 
Helena Rubinstein’s Special Occasion pack- 
ages are equipped with set-up boxes so 
designed that a hand-painted greeting card 
forms an integral part of the box cover. The 
purchaser slips the greeting card out of its 
frame, inscribes her message on the inside 
and then fits the card back into place. 
5. Intended as a gift for travelers, is the 
Dedon ‘‘Happy Landing’ face powder kit 
which utilizes a molded jar with leak-proof, 
threaded cover and an outer set-up box of 
red, white and blue color scheme, designed 
to accurately simulate the appearance of air- 
plane luggage. Of particular interest is a 
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disc which fits over the powder, forming a 
partition between powder and puff and thus 
preventing wasteful spillage when the jar is 
opened. Box manufactured by F. N. Burt 
Co., jar by Norton Laboratories, Inc. 
6. Powder puff assortments, with their 
wide variety of pastel colors, are a ‘natural’ 
for rigid transparent containers. Thus the 
Parfait Powder Puff Co. utilizes a variety of 
such boxes for the presentation of its prod- 
ucts. Note particularly the drum-type pack- 
age equipped with a sliding cover, permit- 
ting easy opening while maintaining sanita- 
tion on the dressing table. The small vertical 
cylinder and the rectangular box both 
possess high re-use value. The basket is 
equipped with a metal-edged, rigid trans- 
parent handle. Containers manufactured by 
Parfait Powder Puff Co. 











GIFTWISE TRENDS 
by EVE MAIN 


New York is not America, but because the New York 
department store exercises a very powerful influence 
over stores in other cities and because so large a propor- 
tion of all buying is concentrated in New York, MODERN 
PACKAGING here presents a supplementary analysis of 
the Christmas and holiday gift situation as seen through 

the eyes of the leading retailers of New York City. 


SO BUSINESS IS BAD! WE HEAR TELL THERE’S A 
‘recession’ ’ and Christmas only seven months away, too. 
What to do about it? Well, times have been bad before 
but there isn’t a person among the older generation who 
can recollect any year so down-at-the-heels that Christ- 
mas was passed by without giving and receiving gifts. 

It is a known fact that over a period of a good many 
years, more than 15 per cent of the total volume of retail 
business has been done in December, and no matter how 
slow things look right now, there is nothing to indicate 
that this year will be any different. As sure as death and 
taxes, whatever the national volume for 1938, better than 
15 per cent of it will be done in December. Even if busi- 
ness is off 10 per cent, 20 per cent or even 30 per cent at 
the present time (depending upon locality), much of this 
can be recouped by manufacturers and retailers who plan 
intelligently to go after their share of holiday spending. 

Certainly it can’t be done by holding off until the 
eleventh hour, like the fond dad who waits until the 
night before Christmas before buying a single toy. 
Maybe he does run into an occasional bargain but more 
often all he gets is a meager selection of much-handled 
left-overs—and a headache. Naturally, the Christmas 
shopper who gets the pick of merchandise is the one who 
shops early. It is just as important that manufacturers 
should start to plan early if they expect to get in on the 
choice business of which there is bound to be a sub- 
stantial volume. 

Recession or no, people will buy at Christmas time and 
they will be influenced just as they always have, by 
dramatically presented, gifty looking merchandise, that 
is at the same time practical. They will want even the 
humblest gift to be rich in holiday atmosphere. And 
most consumers today go about their buying, whether 
for themselves or for giving, with a clearer conception 
of value than ever before. Those with products to sell 
must remember right from the start that any program for 
holiday merchandising should take into account the vast 
amount of consumer education that has been going on 
quietly in recent years. Consumer organizations operat- 
ing all over the country and courses in schools and col- 
leges are responsible for much of this buying knowledge. 

When it comes to holiday buying, in addition to mer- 
chandise value, the consumer expects gifts to wear appro- 
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7. The Powers Paper Co. packages its 
stationery with ribbon wraps, in_ trans- 
parent flexible Fibestos cases, thus achieving 
full product visibility plus protection against 
soilage. 8. Ingersoll watches and alarm 
clocks will appear this Christmas in gayly 
cellulose 


decorated printed transparent 


Plastic containers, such as 


over-wraps. 9. 
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these black Bakelite molded boxes of the 
American Stationery Co., are finding in- 
creasing application as gift containers be- 
cause of their re-use potentialities. Boxes 
molded by The Gorham Co. 10. A group 
of set-up paper gift boxes emphasizing the 
trend towards small figured or striped pat- 
terns. Photo courtesy Holyoke Card & 








Paper Co. 11. The wooden box, a long- 
time favorite of gift purchasers, achieves new 
appeal when planned in modern veneer 
effects with interior compartments and plastic 
or painted handles to supply a colorful note. 
The group here shown was produced by 
The Pilliod Cabinet Co. for a variety of 


gift packagers for the holiday seasons. 









































































priate holiday dress. Perhaps the manufacturer’s best 
avenue of approach in going after his rortion of this sea- 
sonal spending is to have a better understanding of how 
the retailer prepares for Christmas business with special 
packaging in his own behalf. The manufacturer who 
does appreciate the retailer’s point of view and makes a 
conscientious effort to tie his own packaging in with the 
store's way of thinking, has a definite edge on those who 
package to please themselves or their own convenience. 

How do retailers feel about Christmas packaging? 
What is done about it in their own stores? Anticipating 
those queries, we went about New York visiting stores 
large and small, asking similar questions and what we 
learned may help, in some small measure, to point the 
way to bigger and better holiday planning. 

The package has a very important function, more so 
at Christmas time than at any other season of the year,”’ 
one store executive tells us, ‘for the person buying a gift 
wants that gift to be a personal expression of good taste. 
Consequently, he or she is likely to choose merchandise 
from the store where the most individual packages are to 
be found. It has been our experience that although a 
great deal of time and effort are spent on styling goods 
for sale, particularly for gift purposes, too little concen- 
tration is devoted to supplying a package that will form 
a fitting background for it. Therefore, each year we de- 
sign a Christmas box, making it up in different sizes to 
accommodate selections in the various departments 
throughout the store. A box that is gay and festive, but 
at the same time adds to rather than detracts from the 
appearance value of any product placed in it.”’ 

The practice of working out individual gift boxes is 
quite general among retail stores, the design and color 
usually being dictated by the likes and dislikes of the 
store’s customers. One group of stores uses a well- 
styled, good quality, plain color gift box throughout the 
year, dressing it up for Christmas with appropriate out- 
side wrappings and ties. A second group finds that its 
customers prefer a special holiday box, modern in color- 
ing and pattern, while a third group gets the best reac- 
tion with boxes traditional in design and color. 

‘The importance of good packaging cannot be over- 
estimated,’’ we are told at another stop along the way, 
‘and the simpler it is, the more acceptable it becomes to 
the average run of gift shoppers. If stores have attrac- 
tive boxes, people are likely to keep them and use them 
for storage in closets. Jn this connection, we have found 
that the boxes are liked much better if the store’s name 
or trade mark is relegated to the inside of the cover, in 
small inconspicuous letters, rather than having it spread 
all over the top. It is certainly much more dignified and 
oftentimes customers come back asking for more boxes of 
a certain size to make up a set. When they take the 
trouble to do that, we feel pretty sure that our packaging 
efforts have not been unnoticed, and the customer is re- 
minded of our store when she opens her closet door.’ 

Even the most prosaic articles become potential gifts 
if presented in the proper manner to holiday crowds. 
The fellow in the pots and pans department or in the 
hardware section doesn’t want to sit around twiddling 
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12. The familiar rectangular and round shapes 
of standard packages may often be discarded to 
achieve Christmas novelty. Witness this die-cut, 
embossed, bell-shape, set-up box, made by the 
Rapid Cutting Co. of red board with silver trim. 
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13. Metal and plastics are cleverly combined 

in this Chase Brass & Copper Co. candy box 

which utilizes a Beetle base made by the Plastic 
Molding Co. and a metal top and handle. 
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14. R. M. Haan candies, formerly packed in 

a variety of types of containers, are now being 

brought into family grouping with emphasis 
placed upon wood grain backgrounds. 
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FOLDING PACKAGES 


Recognizing a need for gift packages and displays thet 
could fit in between the more formal types of rectangular 
units and the papier-mache or composition type, designer 
Nell Spots devised these patented, three-dimensional 
constructions. Created of die-cut, printed or litho- 
graphed board, they may be shipped flat and may be 
erected and fastened without gluing and require printing 
on one side of the board only. 


The smaller shapes may be used as containers for candies, 
gloves, stockings, and similar light items. As novelty 
containers and as semi-toys, they obviously have great 
attraction for children. In many cases the construction is 
so designed that the figure’s head lifts up to disclose the 
receptacle for merchandise. 
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AND DISPLAYS FOR HOLIDAY APPEAL 


The same constructions can be applied, for display 
purposes, to larger board of heavier weight, producing 
three-dimensional units capable of achieving remarkable 
window dominance. 


While constructions of this general type have been 
presented for gift use for many years in the past, they have 
not achieved an extremely large acceptance, largely be- 
cause of their inherent weakness which requires an 
elaborate type of outer packing to permit of transportation 
and handling. Yet the unusual attractiveness which can 
be built into such “‘trick’’ designs should serve in a 
great many instances to outweigh other limitations for 
special gift and holiday promotion. 
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his thumbs while other departments in the store are 
doing a flourishing business. He, too, wants a chunk of 
the Christmas dollar and the only way he can get it is by 
having things to offer that look like gifts. 

Some manufacturers have taken a hint from store pack- 
aging methods and follow a similar course in their own 
planning. Last year one of these delivered small tools, 
singly or in sets, in an attractive holiday box with trans- 
parent window in the top and cellulose ribbon bow with 
greeting card attached—just the sort of thing a hardware 
department can push during the holiday season. 

Another packed soap in units of four cakes in a Christ- 
mas wrap. There are a lot of people in the country who 
can’t spend more than fifty cents or so on each of their 
gifts. Even they would never think of buying four 
separate cakes of soap, but arrange these in a gift 
package and they are interested immediately. 

Still others brought lowly face cloths into the gift 
range by wrapping them in transparent cellulose, held 
together inside with harmonizing ribbon ties; kitchen 
sets, sheets and pillow cases with colored borders, 
luncheon cloths and napkins were treated in the same 
manner. This method of packaging carries out the re- 
tailer’s own idea of attracting sales and, more often than 
not, these products are given preferred position on coun- 
ters and shelves. However, even this can be improved 
according to a buyer we talked with who says, ‘‘We 
would suggest that manufacturers use a heavier grade of 
cellulose, especially for bulky packages which soon be- 
come split and unsalable with handling.” 


15. Even prosaic hardware becomes a suitable gift 
when packaged in these open-faced window cartons, 
wrapped and tied with transparent cellulose and 
equipped with gift card tags. Packages sponsored by 
The Stanley Works. Photo courtesy E. |. du Pont de 
15 Nemours & Co., Inc. ““Cellophane’’ Division. 












A similar criticism of rigid transparent containers was 
advanced by another buyer who feels they are sometimes 
used in weights which are too fragile and too easily 
crushed or broken. He believes that if these were im- 
proved in quality, they would be easier and more profit- 
able for stores to handle. However, retail stores in 
general are entirely in favor of this method of packaging 
and rigid transparent containers are prominently dis- 
played, whether filled with merchandise or sold simply 
as boxes for home use. 

Men's stores and men’s departments in retail stores feel 
that gift packages for men should be entirely different 
from the beribboned version for women; that there 
should be a severity and an air of simpticity and trim- 
ness. Men’s accessories packed in sets are favored for 
holiday selling—handkerchief and tie, suspenders and 
garters, shirt, tie and socks, etc.—because they encour- 
age more sales. Some women always find it hard to 
choose gifts for men, but they usually feel that such sets, 
in a masculine package, will meet with a good reception. 

During our travels, we discovered that many retail 
stores are getting away from free gift wrapping and try- 
ing to push re-sale gift wraps. ‘‘When the stores started 
the free gift wrapping idea,’’ says one of our informants, 
“they really built up a Frankenstein that cost a lot of 
money to maintain. Stores around the country have 
been cognizant of this fact for some time and, in certain 
sections, are working together with local trade bureaus 
to limit the merchandise which may be gift wrapped free 
of charge. The idea is rapidly catching on and it may 
not be long before such a practice becomes universal.”’ 

Obviously, any such trend provides an opening for 
manufacturer-wrapped gifts since these have the virtue 
of coming to the consumer ready for ‘‘giving,’’ without 
the addition of a surcharge for wrapping. 

Some stores seem to be more successful with re-sale 
wrappings and ties than others, depending upon the way 
they go about it. Of those who found the plan work- 
able, one had a booth representing a large package itself, 
with rows of different colored papers, ribbons and tapes 
neatly displayed and clearly marked as to price. An- 
other arranged a large panel on the wall with various 
types of packages on it. Directly beneath was 
the wrapping department, where merchandise was 
arrayed at the wish of the customer, in the type of papers 
she chose, by girls trained in package craft. These stores 
found that people who want individual gifts are willing 
to pay a small price for the wrapping. All of which 
means a profit to the store for something that was done 
as a service before. 

Christmas, in chain stores, is an important occasion 
and even here, where merchandise is presented at the 
lowest possible retail price, there is a keen appreciation 
of the value of packaging. The larger chains have pack- 
aging research bureaus of their own, with stylists and 
designers who oftentimes turn out a line of individual 
packages for all their stores. These stores find that the 
principal difficulty with packages from some manufac- 
turers, especially during the holidays, is that they were 
not well planned or well designed. In one we were told, 
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‘There are plenty of inexpensive papers available, but 
manufacturers seem to have a habit of choosing the 
wrong ones which make their packages garish. Nobody 
wants that kind of thing at Christmas or any other time, 
no matter how inexpensive the item it contains. Un- 
questionably, better looking packages sell a great quan- 
tity of merchandise where an inferior package is passed 
over, even though its contents are otherwise desirable.”’ 

Chain drug stores add a touch of the Yuletide spirit to 
cosmetics, perfumes and other small items by wrapping 
them in colored cellulose and finishing them off with 
huge bows and what-not. These, scattered about on 
counters and shelves, attract Christmas business that 
might otherwise be missed. 

In recent years, foodstuffs manufacturers have caught 
onto the idea of special Christmas packaging which 
usually takes the form of removable bands or outside 
wrappings. Holiday greetings appear on bakery and 
grocery items, meats and other eatables. These manu- 
facturers don’t really expect their (Continued on page 62) 


16. The Ward Baking Co. utilizes a scarlet molded 
Durez container, produced by the Mack Molding Co. 
and offering marked potentialities for re-use in the 
kitchen or at the dining table. 17. Over-wraps, 
such as this gayly printed cellophane one, convert 
many pt product packages into Christmas gift 
containers. The wraps, of course, are removed from 
items not sold during the holiday season. Photo 
courtesy ‘Cellophane’ Division, E. |. du Pont de 
Nemours & Co., Inc. 18. A Sylphseal band is used 
to form a colorful means of attachment between these 
two Ivanhoe food products. Photo courtesy Sylvania 
Industrial Corp. 19. Three interesting examples of a 
new type of hexagonal one-piece carton designed and 
produced by Michigan Carton Co. The slant walls 
provide a particularly attractive and sturdy effect, while 
serving to support each other in position. The carton 
is easily folded from the blanks shown in the back- 
ground of the picture. 
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The old General Electric carton separated trade mark and bulb 
illustration—omitting the latter from the “stock information’’ panel. 


WHEN PRODUCTION FIGURES CALL FOR THE USE 
of more than half a billion packages every year, a manu- 
facturer might be expected to evidence some reluctance 
in considering a change in design. Yet, under these very 
circumstances, the General Electric Co. is today market- 
ing a new bulb wrapper and carton—because changing 
times and changing needs brought forth reasons in favor 
of a change in design which far overbalanced any re- 
luctance to tinker with an established unit. 

For some time General Electric has felt that its familiar 
blue, yellow-orange and white cartons were susceptible 
to improvement and, once the decision was made, a 
thorough-going effort was instituted to achieve the 
finest possible design. A large number of artists and 
designers participated competitively in developing a new 
design to specifications laid down by General Electric. 
Through a gradual period of elimination, the number 
of competing artists was reduced to but three or four 
and finally to a single one. Then, working in close co- 
operation with G-E’s sales promotion department, the 
new design was refined and adapted to the particular 
needs of the company. 

First on the list of fundamental objectives sought was 
an improvement in display value. To this end the G-E 
monogram and bulb emblem were tied together and 
made the dominant feature of every display panel. Two 
adjoining sides of each carton bear the same design, 
to enhance the display values for both window and 
counter promotions. 





G-E IMPROVES CARTONS—SAVES 7% 


Fe) A 15 
GENERAL ELECTRIC COMPANY 


The new carton ties bulb and trade mark into a single dominating 
design unit and thus achieves much improved display value. 


A further objective called for an increase in shelf 
visibility. The dealer, when placing lamp cartons in 
stock, always turns the carton on his shelf so that the 
rubber stamp marking, including the wattage, voltage 
and type of bulb, can be easily seen for identification. 
The panel containing this marking, on the old cartons, 
bore no picture of the bulb, whereas the new containers 
provide space for such marking on a face of the carton 
bearing the lamp illustration. Repeated tests in various 
retail stores have proved that this change achieved the 
desired end. 

With two faces of the carton designed primarily for 
display value and a third for shelf display and identifica- 
tion of contents, the fourth side of each container was 
utilized as a means of increasing the merchandising and 
educational value of the carton. The same procedure 
was followed in the case of the individual bulb sleeves 
and wrappers, all of which carry copy of a general 
nature specifying lighting recipes and other helpful 
lighting information. These messages are of various 
types and may be changed from time to time if the need 
should arise. 

A final consideration was the desire to achieve a 
comprehensive tie-in program featuring a single emblem 
design in all lamp publicity and advertising. Thus 
throughout the entire range of cartons and wrappers 
for a wide variety of bulbs, the same basic emblem design 
has been used and only the picture of the bulb within 
the emblem is changed for each (Continued on page 118) 
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SELLING A FERTILIZER BY EYE-APPEAL IS HARD 
to imagine. The picture of the casual customer, enter- 
ing a hardware or department store on an independent 
errand, spying a package of such a product and seizing 
it on sight with loud cries of joy, to carry home trium- 
phantly to wife and kiddies, seems slightly distorted. 
But, by intelligent sales promotion, effective advertising 
and by packaging, the Tennessee Corp. has been able to 
do something very much like that for its product, Loma. 


Loma 


pede plant 10 


the 





GIVING EYE-APPEAL TO FERTILIZERS 


The part of proper packaging in such a picture is not 
so incomprehensible. Fertilizers are singularly drab and 
uninteresting evils of necessity. Even carefully deo- 
dorized, they still remain dull, grey, powdery compounds, 
vaguely unpleasant to handle, with absolutely nothing 
in themselves to inspire consumer interest. Only the 
well-chosen package can make them easier and simpler to 
use. Only the well-designed package can introduce the 
thought of what the product can do, rather than what it 
actually is, by the visual suggestion of luxuriant growth 
and blooming flowers. Advertising describes the ad- 
vantages of the product, sales promotion material directs 
attention toward it, but the package is the actual em- 
bodiment of purpose, procedure and results obtainable. 

Loma was one of the first fertilizer preparations to step 
out of the bulk classification and open up the small user 
market through packaging. Placing the product in con- 
veniently handled, rigid canisters not only made a more 
presentable product, but one free from unpleasant as- 
sociations. Where sacks were retained, special construc- 
tion of liners and heavier weight (Continued on page 114) 


Left: While the new container boasts visual 

improvements over its white-walled predecessor, 

its designer sought principally to lower soilage 

via a colored label. Below: The new full color 

bag, seen in the foreground, likewise is designed 
for minimum soilage. 
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Although the decision 
to utilize full color on 
the new labels arose 
primarily from a desire 
to minimize soilage, the 
Tennessee Corp. has 
wisely utilized the color 
to achieve maximum dis- 
play value and height- 
ened visibility through 
the use of a varnish 
coating. Note the three- 
dimensional effect given 
the product name let- 
tering through the use 
of a blue shadow. 
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Be, y 
thoroughly; repeat application each month. Keep off stalks and foliage. 

Re-Potting Plants: Mix two teaspoonfuls into each quart of soil; wet down thoroughly. 
Vegetable Gardens: Apply 4 lbs. in plot 10 ft. x 10 ft. Rake into soil; wet down thoroughly; 
apply seed 48 hours later. 

Fruit and Shade Trees: Holes should be made in soil with iron bar or suitable instrument 
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1. A personalized merchandising idea provides the design 
theme utilized on the “My Private Brand” golf ball package of 
the Golden State Rubber Milling Co. Each golf ball is imprinted 
with the purchaser's name and the cover of the box carries the 
same imprint identification on a die-cut, photographic label. 
The balls are cellophane wrapped in groups of three, twelve golf 
balls being packed in a red and black set-up box supplied by 
the Standard Paper Box Co. 


2. The Handy-Hanger, a new product of the Barjess Corp., 
is presented on a display card utilizing photography to illustrate 
the manner of use in the medicine cabinet. An inexpensive 
item calling for an inexpensive package, its card forcefully pre- 
sents, through illustration and copy, information necessary to the 
consumer, while, at the same time, firmly holding the three 
hangers in place. 


3. The quaint and ancient custom of scenting the home with 
aromatic mixtures of dried flower blossoms and herbs is revived 
with the presentation of a pot pourri jar by Lentheric, Inc. 
“Beau Pourri’’ is packaged in an effectively simple, ivory-toned 
ceramic jar with a sculptured lotus flower serving as a handle 
on the matching ceramic closure. 


4. A glass container, formed in the traditional bean pot shape, 
decorative and eventually useful in other capacities after the 
product has been consumed, has been adopted for the marketing 
of Burnham & Morrill baked beans. The electrically annealed 
jar can be placed in the oven for heating and subsequent serving 
without danger of breakage. The labels, requiring an intricate 
die-cutting operation to conform to the taper of the jar, have 
differently colored center panels, identifying the four varieties 


in the line. Labels by Stecher-Traung Lithograph Corp. 


5. Zephyr, a summer drink produced by the Robb Ross Co., is 
packed in distinctive 8-oz. bottles, designed and manufactured 
by Ball Brothers Co. The corrugated container, in which 12 
bottles are shipped, may be slit along dotted lines and opened 
to form a sturdy counter display. 


6. The new packages adopted by the Escort Co. for its Escort 
cleansing pads include a purse compact of colorful plastics and 
a refill jar from which its supply may be replenished. The en- 
semble is attractively presented in a cream and magenta set-up 
box, the slanting base offering excellent display on the counter. 
Remov-O-Pads are packaged in a manner similar to that of the 
cleansing pads and are displayed in a counter unit utilizing the 






























same color scheme. Jars by the Hazel-Atlas Glass Co., plastic 
compacts by Colt’s Patent Fire Arms Mfg. Co., set-up boxes by 
W. C. Ritchie & Co. 


7. Glass cleansing liquids, widely used industrially, are now 
presented by the C. M. Kimball Co. in a manner appealing to 
the household purchaser. Bespray is packaged in a handsome, 
sure-grip container of hob-nail design, with applied color label. 
The lithographed closure is accompanied by a separate closure, 
of a similar design, equipped with a spray attachment. Dealers 
are supplied with a colorful counter or window card, cut out to 
permit insertion of one Bespray package and the auxiliary atomizer 
cap. Bottle by the Owens-Illinois Glass Co. 


8. A sample kit for Hard-Tex inks, a new product of the Fuchs 
& Lang Manufacturing Co., division of General Printing Ink 
Corp., is introduced to the trade in a sturdy set-up box, utilizing 
a sloping top and hinged lid, which may be retained as a per- 
manent file box for the sample folders. Box designed and 
manufactured by Eli Baldwin & Son. 


9. A package developed for the Standard Oil Co. of New 
Jersey by designers O'Neil and Babbitt, in which typography 
has been kept simple and forceful to achieve eye-appeal. The 
well known Esso oval ties in with the service station sign familiar 
to motorists. Of particular interest is the elongated Bakelite 
closure, utilized on the nozzle of the can, which has a threaded 
base to make for easy opening and re-closing. Container 
manufactured by the Continental Can Co. Molded closure by 
Mundet Cork Corp. 


10. In designing the new Wright and Ditson tennis ball package, 
designer Thomas Tarpey has utilized bands of thin horizontal lines 
to achieve striking display value on dealers’ shelves when con- 
tainers are placed adjacent to each other. This visual device at 
the same time serves to shorten the brand panel of the unusually 
tall can. Container by the American Can Co. 


11. Vita Foods, Inc., has adopted new jars for its guava jelly, 
marmalade and salad dressing. Alll are packed in similar Labeline 
stock containers, using labels of uniform style throughout. The 
jars have wide areas of clear glass, thus retaining full display value 
for the products. The uniform packaging simplifies mechanical 
handling and labeling operations and provides a family resem- 
blance, aiding consumer identification. Jars designed and 
manufactured by the Hazel-Atlas Glass Co. 
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H. H. Leonard, president of the Consolidated Packaging 
Machinery Corp. and of the Packaging Machinery Manu- 
facturers Institute, initiates a new department in Modern 
Packaging which will appear, hereafter, from time to time. 
The opinions to be expressed by our guest editors will be 
their own and not necessarily those of Modern Packaging. 
Guest editor for June: William M. Bristol, Jr., vice 
president in charge of production, Bristol-Myers Co. 


GUEST EDITORIAL 









A BILL TO DESTROY INVENTIVE PROGRESS 


IN A CIVILIZATION AS COMPLEX AS OURS, PROB- 
lems are constantly being created as a result of the work- 
ing of economic forces which must challenge a solution 
if progress is to continue. The remarkable social and 
industrial advances that have been achieved in this coun- 
try in the last 50 years are ample evidence that these 
challenges have been broadly accepted. 

The solution of these problems results in improvements 
constituting benefits which we so readily accept that we 
hardly give a thought as to what made them possible. 
There is very little realization of the painstaking re- 
search and development that must precede the solution 
of any problem—of the training and experience and the 
expenditure required to make all of these effective. 

One of the inevitable results of the complexity of our 
modern life has been to create, in most of the more pro- 
gressive companies producing capital goods, a research 
and development department constantly employed in 
providing new and better methods for manufacturing. 
By far the greater part of process improvement comes 
from such company research. The sum total of the ex- 
pense involved in this is enormous. The only justifica- 
tion for its expenditure is the possibility of enlargement 
of opportunities from its use during a protected period. 

The greatest incentive, urging a countless number of 
people to compete with each other in the perfection of 
aids to our social and economic progress, has been the 
protection afforded by the patent law—protection offered 
for a sufficient length of time to provide the prospect of 
a profitable return for the effort expended. Remove this 
and you immeasurably retard industrial improvement. 

We should then be very alert to the danger of harmful 
effects of a bill introduced by Representative McFarlane 
on Jan. 31, 1938 CH. R. 9259), providing for compulsory 
licensing of any patent after a period of three years has 
elapsed from the granting of the patent. The bill pro- 
vides that application for licensing can be made to the 
Commissioner of Patents by any persons, including com- 
peticors, and if the Commissioner wishes to grant such 
a license, the power is given him to do so. No provi- 
sion is made for determination of royalty to be paid for 
the privileges of the license, and the patentee would be 
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confronted with the possibility of general use of his pat- 
ent without any assurance of returnto him. Obviously, 
this would immediately stop inventive progress. 

The protest against this bill was so pronounced that 
the author introduced another modified bill under date of 
March 29, 1938 (H. R. 10,068), which is equally as 
dangerous. While this bill provides that the patent 
grant shall be for seventeen years, only five years are ex- 
clusive to the patentee, after which compulsory licensing 
becomes possible at the discretion of a patent board. 

It certainly would profit no inventor or research de- 
partment to incur the necessary expense involved in the 
development leading to a patent, if compulsory licens- 
ing of it can be obtained for the asking. In five years’ 
time, hardly more than a public demonstration could be 
made of the invention—yet the public, his customers or 
competitors could obtain a license. 

The argument that without this licensing provision 
the public may be deprived of something to which it is 
entitled will not stand examination. The public did not 
have the benefit of the invention before its discovery and 
would never be able to secure the benefits except from its 
successful completion by the inventor. While abuses of 
the patent system unquestionably have always existed, 
such a drastic modification of its fundamental provisions 
will be far-reaching in its possibilities of harmful effect. 

Do not feel that because you happen to be engaged in a 
line of activity which apparently does not need patent 
protection, you have no interest in this matter. The 
very methods which have enabled your own business to 
succeed and prosper are undoubtedly due to patent pro- 
tection afforded to some of your vendors or to your cus- 
tomers. The whole subject is too broad and complicated 
to permit of its being modified by any plan which shows 
so little evidence of knowledge of basic conditions. 

Let us leave no stone unturned to defeat these two bills. 
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THE INTERNATIONAL SALT CO. IS THE ‘“‘LARG- 
est producer of salt in the world”’ and within the com- 
pass of this superlative will be found a host of other 
superlatives. In its famous Retsof rock salt mine, the 
largest in the Western world, miles upon miles of sub- 
terranean excavations covering—or rather under-min- 
ing—more than a thousand acres are to be found, com- 
plete with under-ground offices and even an under-ground 
machine shop, all carved into the bed of the earth, at a 
depth of 1,063 ft. 

In its equally famous Avery Island mine, in Louisiana, 
the company owns the ‘“‘thickest*’ vein of salt yet dis- 
covered—a vein into which drills have been sunk 2,200 
ft., without going through beyond solid salt. And 
here, in tremendous galleries towering 60 ft. above the 
floor of the mine, powder men, working hundreds of feet 
below ground, may be found perched on gigantic ladders 
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A. Old (left above) and new five-cent domestic salt packages 
in the redesign program. 
into the ‘family’ redesign scheme. 

susceptible to the horizontal banding and uniform color improvement program. 
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the master package 
How an utterly different old package was brought 
Even barrels and barrel-head labels were 


INTERNATIONAL RESEARCH 


FOR INTERNATIONAL SALT 


fifty and more feet above “‘ground’’—above the ground 
level of the mine. 

In the Detroit mine will be found some of the largest 
electric shovels ever installed under-ground and ‘“‘under- 
ground”’ here means 1,137 ft. below the surface. 

The company has grown, both by expansion and by 
acquisition of other companies and thus, in addition to a 
number of different brands of the parent company, its 
line of products included many other brands of all sub- 
sidiaries. A major problem, therefore, which has been 
tackled over a period of years by the company, has been 
that of securing a family resemblance between all pack- 
ages, without losing the good will already accorded to 
established brands of each subsidiary company in re- 
stricted geographical locations. This program was es- 
sential if all brands were to receive the benefit of the 
company’s national advertising. 
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Above will be found a portion of the world-wide salt package 
collection of R. L. GrosJean of the International Salt Co. The 
numerals identify the country in which each package is sold, as 
follows: 1. Chile, 2. England, 3. Canada, 4. South Africa, 5. United 
States, 6. Japan, 7. Uruguay, 8. Lithuania, 9. Latvia, 10. San Salvador, 
11. Peru, 12. Bolivia, 13. Columbia, 14. Czechoslovakia, 15. Peru, 
16. Belgium, 17. Switzerland, 18. Australia, 19. Holland, 20. France, 
91. Denmark, 22. China, 23. Costa Rica, 24. Italy, 25. Argentina, 
96. Estonia, 27. Irish Free State, 28. Sweden, 29. Denmark, 30. Hol- 
land, 31. Poland, 32. Turkey, 33. Austria, 34. Yugoslavia, 35. Ger- 


many, 36. Finland, 37. Bulgaria, 38. Russia, 39. Switzerland, 
40. Japan, 41. Egypt, 42. Canal Zone. 


Difficulties included not only the difierences in brands 
of various subsidiaries but the inherent differences in the 
product. Containers were required for both rock salt 
and for evaporated salt. Evaporated salt itself is of two 
kinds, vacuum refined and grainer salt. Fur.her multi- 
plication of brands was caused by the need for identify- 
ing various grades of salt for three different markets— 
the domestic, the agricultural and the industrial. 

More recently the company tackled still another prob- 
lem—that of developing an export package which would 
permit the shipping of salt, by water, to tropical cli- 
mates. Such a package required more than ordinary 
sturdiness and ordinary moisture-resistance. 

The illustrations which accompany this article show 
but a small fraction of the literally hundreds of packages 
involved in the redesign process. The necessity for pre- 
serving established brand names naturally restricted the 
freedom of action of the designers and their success in 
establishing a family resemblance throughout the line is 
therefore the more creditable. A basic design was 
chosen which laid emphasis upon horizontal color bands 
and upon the word ‘‘Salt.’" A basic color scheme of 
blue, red and white was likewise selected. Finally, a 


D. The new Sterling ‘permanent’? package 

a lithographed metal container made by the 

Continental Can Co. Originally planned for 

export use, it has found favor in domestic 
markets, despite its higher price. 
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basic name, ‘‘Sterling,’’ was chosen to be applied as a 
brand name to all refined salts and a subsidiary title— 
‘A Sterling Product’’—to identify all other products. 

The application of these basic elements to a whole host 
of packages—ranging from square or rectangular car- 
tons through cylindrical cartons, small cotton bags hold- 
ing from 2 to 14 Ibs., large bags holding from 25 to 100 
lbs. and barrels holding various weights—naturally in- 
volved a series of variations in design, made further com- 
plex by the necessity for perpetuating established brand 
names. Yet throughout the line the scheme has been so 
successfully applied as to establish, instantly, in the con- 
sumer’s mind, an identity between any single product in 
any line and the national advertising for the entire group 

While redesign was sought mainly to effect identifica- 
tion with nationa! advertising, the designers utilized 
their opportunity in many an instance to effect package 
improvement. Consider a typical case, that of the Ster- 
ling 5¢ package for domestic use. 

Here size of carton was affected by practical as well as 
decorative considerations, the unit being designed to con- 
tain 114 lbs. of salt, a quantity determined by investiga- 
tion and research as being most convenient for all re- 
quirements. Cost of package production and the prod- 
uct it contained, also affected the size—as this carton 
was designed to permit a five-cent retail price. A rec- 
tangular shape was chosen because, in the opinion of the 


company, such a package would prove easier to handle 
than a cylindrical unit, especially by small feminine 
hands or hands that might be wet or slippery. The 








shape likewise had the advantage, it is claimed, of oc- 
cupying less shelf, counter or storage space, while provid- 
ing ample visual display value. Five Sterling 5¢ cartons 
containing 24 ozs. of salt each, can be stored in about the 
same shelf area required for three 26-oz. round canisters. 

The carton itself is made of an asphaltum-lined fibre, 
tight-wrapped, with an all-over label glued fast in 
place to provide additional protection against mois- 
ture. The rectangular carton, in the opinion of its de- 
signers, presented another advantage in that it permitted 
a four-way display value as against the two-way dis- 
play value of the conventional round canister. The new 
design, boasting greater display value and a far more 
modern appearance, enjoyed an immediate acceptance 
upon introduction to the trade and to date has shown 
greatly increased sales. 

Interesting, as a typical example of the complexity of 
the problems which confronted the designers, is the re- 
design of another of the company’s packages—a Kosher 
coarse salt designed to meet the special requirements of 
the Jewish market. Here the original package utilized 
a sunburst design with a superimposed shield bearing the 
product name and additional scrollwork panels carrying 
brand and company names. 

In its place was substituted a modification of the hori- 
zontal band design which is readily differentiated from 
the Sterling salt package mentioned above but which, 
none the less, attains a sufficient number of elements of 
similarity to identify it visually as a product of the In- 


ternational Salt Co. (Continued on page 70) 





E. Six of the many diferent brands of bagged salt are here shown in their former dress (upper 





48 MODERN PACKAGING 





row) and in their new, ‘‘unified’’ containers. 
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IF YOU'VE BEEN A LOOKER-ON AT THE BUSINESS 
scene for fifteen years or more, you've seen the arrival 
of what might be called the Color Era in America. 
For it wasn’t much more than a decade and a half ago 
that buyers of Model T Fords could have ‘‘any color as 
long as it was black,’’ that bathroom towels were pain- 
fully and inevitably white, and the Saturday Evening Post 
was nervously getting ready to run its first big adver- 
tising insert in full color. 

Today, hundreds of millions of dollars are being spent 
every year to give the consumer color in his products, 
his advertising and his packages—those few thousand 
dollars for the Post's first color advertisement having 
grown to an $80,000,000 purse now paid yearly to pub- 
lishers for color advertising in magazines alone. And 
when hundreds of millions of dollars are spent annually, 
merely for coloring the output of our factories and their 
containers, one may well stop and ask what the exact 
purpose of this coloring is. 


What Color Does 


The answer goes back to two things that probably 
happened in your home this very day: your wife bought 
a gayly colored scarf or towel or double-boiler, and you 
automatically recognized your napkin by the color of 
the plastic ring or picked your highball by the color of 
the bands on the glass. In a word, color has both an 
appeal and a memory value that makes goods sell and 
makes people remember certain brands. 

Examples of this sales appeal of color are plentiful: 
Lord & Taylor's Fifth Avenue store found that color 
treatment lured many more shoppers to the previously 
deserted corners farthest from the elevators; the Ameri- 
can Locker Co. discovered that patronage of their parcel 
lockers in railroad terminals increased 20 to 30 per cent 
when Raymond Loewy changed the colors from dark 
olive green to aluminum and blue; Frederic Rahr’s 
brighter colors on one manufacturer's asphalt roofing 
increased their sales twelvefold; Cushman Bakery Shops’ 
new white front store designs proved so successful that 
they are changing over at the rate of six to eight a 
month. And as for examples of the memory value of 
Color, these, too, are plentiful. 


Color for Memory 


For instance, there was that Gallup test where blotters 
of ten different colors were mailed to one thousand 
householders, investigators determining a week later 
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that of the 69 per cent who remembered receiving the 
blotters, violet and dark blue had the most pronounced 
advertising effect on the respective male and female 
memories. Then there was the test on Delco-Frigidaire 
advertising where the use of a blue second color doubled 
the ability of readers to remember the name of the 
advertiser's product. And just as conclusive was the 
Williams Shaving Cream test, wherein one-fourth of the 
readers interviewed remembered a red and black ad 
while only one-twelfth remembered an all-black ad. 

Realization of this double value of color in attracting 
the eye and impressing an image on the mind, probably 
accounts for the recent development of many new 
methods of putting color on the package and product. 
For example, you can now ship your product in attrac- 
tively colored and printed corrugated boxboard, thanks 
to the Continental Color process; you can mold your 
package or product of any one of the hundreds of pastel 
and pure colors available in urea plastics; you can match 
any conceivable color on paper or metal with the printing 
inks which have been improved so much by research in 
the last few years. Or, you can wrap it in colored 
transparent cellulose sheeting which, incidentally, is 
now being printed in the most brilliant colors imaginable 
with newly developed inks. You can choose beautiful 
colors for cartons from among the newer colored papers 
and boxboards; and you can now have your glass, 
pottery, metal or plastic containers printed in one to four 
colors with applied color processes in which fine detail 
and color areas are permanently baked into the con- 
tainers. Also, beyond these uses of package-color, you 
can often put color on the product itself and let these 
colors do the selling through transparent wrappings or 
rigid transparent containers. 


Color Gets Some Names 


What has happened, then, is that industry has had a 
tremendous wave of color thrust upon it in the last few 
years and, to mix a metaphor, it is still trying to digest 
it. For only in the last year or two have colors even 
been numbered and charted: with the new National 
Retail Dry Goods Association's Kitchen and Bathroom 
Color Standards and the Textile Color Cards you can 





Second in a series for business- 
men only on using color to sell 
goods, based on case histories. 
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now specify a color by number and get it accurately, 
whether it be in Plaskon, Sherwin-Williams paint, 
Cheney silks or IPI printing inks. And, with the 
International Printing Ink Corporation's recording 
spectrophotometer, you can boil down any color of the 
rainbow to a simple curve on a graph, which never 
changes with age and which completely eliminates the 
use of pigmented color samples in standardizing inks for 
package printing. 

So it is small wonder that with this charting and 
numbering work just getting under way, industry has 
had little time to devote to the proper use of color to 
promote sales, and to the relative appeal of various 
colors. And since businessmen as a group have not 
developed a good sense of color harmony and a work- 
able knowledge of color appeal, the industrial artist 
with his instinctive sense of color fitness must be used 
to obtain full value for the money put into the coloring 
of a package or product. Nevertheless, color is so 
important today that anyone concerned with sales, 
advertising, display or packaging should know as much 
as possible about what color can do and how it may best 
be used, so that he may work with his designer most 
effectively and to best advantage. 


Emotions or Identity 

To begin with, once our packaging executive has 
decided to cash in on color, he may well spend a little 
time deciding what he wants color to do for him. As 
an example of one function of color, Identification, there 
is the case of IPI’s Everyday Ink packages, where the 
huge collapsible tubes were redesigned and lithographed 
in the exact color of each printing ink—a large share 
of the resulting 1000 per cent sales increase being 
credited to the new colored tubes. On the other hand, 
two of our large paint companies, Lowe Brothers and 
Martin-Senour, achieved surprising results by redesigning 
their can labels in rich, harmonious colors, partly for 
better identification, but primarily to get dealers to dis- 
play the cans in windows and on counters, which they 
showed little inclination or desire to do with the 
old label designs. 

Another possibility—well demonstrated by Cannon 
towels—is that, if your package or product colors 
harmonize with bathrooms or kitchens, your chances 
of getting in are better. Again, you may want color to 
emphasize a quality of your product, as in the case of 
the certain type of green which one manufacturer found 


Surprising are the many ways in which color can be utilized to 
achieve desired effects on a package. And, with the growing 
number of materials offering attractive integral colors and the ever- 
increasing facility of application of color to other materials, color 
possibilities are definitely on the increase. All of which raises 
another reason for caution in the use of color. For when everyone 
goes colorful, the advantages and value of novelty may descend 
upon the package which violates the rules. Till that far off day, 
however, here, in chart form, you will find most of the things you 
can do with color. 
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heightened the natural red color of meats. Or you may 
have a problem like the Union Fork & Hoe Co. who 
brought out a line of garden tools with colored blades 
and handles and attributed at least 80 per cent of their 
acceptance to the gay colors that made gardening seem 
like a sport. Similar sales successes were recorded when 
Wiss colored their scissor handles bright red to make 
sewing seem more fun, and a broom manufacturer put 
gay colors on broom handles for the same reason. 

Then again, you may want your package to attract 
attention on the shelf, or to stimulate appetite, convey 
a feeling of repose, of richness, of softness, of gaiety, of 
strength or any one of a score of other emotional re- 
actions. Cases like these are found in the story of the 
Esmond Blanket boxes which were all-over lithographed 
from direct color photographs of the actual blankets— 
partly for color differentiation but mostly to convey a 
feeling of softness—and which produced a highly satis- 
factory sales increase; or the story of Glastex Products’ 
Observatory watch-box, which consisted of a round 
molded urea base in three pastel colors with a transparent 
molded dome, and which sold to the tune of 100,000 
in New York City alone—in the first month! 

All of which indicates the power of color when 
handled by a competent artist in collaboration with an 
executive who knows what color can do but who does 
not let his personal preferences dominate the work. 


Guinea Pig Digestion 

Obvious as these common-sense examples may seem, 
there are hundreds of cases around us where little atten- 
tion has been paid to basic color rules. There are many 
food packages on which non-appetizing colors are used 
and which call to mind the guinea pig test carried on by 
university scientists in which the pigs in garish orange- 
painted pens took two or three times as long as the 
others to digest identical meals. Or, by the association 
of opposites, they remind us of some of the railroad 
dining cars designed by Raymond Loewy in which the 
soft fresh greens and toasty browns stimulate the appe- 
tite the minute one steps inside and which, we suspect, 
might easily induce you to order a steak instead of the 
sandwich you promised yourself. 

Then there are hard, crude colors often used on prod- 
ucts which would benefit by a feeling of softness easily 
obtainable with pastel colors. And there are weak, 
wishy-washy colors used on hardware packages where a 
powerful, contrasty scheme might contribute a feeling 
of strength and reliability. Still harder to understand 
is the average paint can, which rarely conveys, through 
large smooth areas of appealing color, the gay and pleas- 
ing effects made possible by the use of the contents. 
And there are plenty of products on which stimulating 
colors should be used, which call to mind another 
guinea pig test where bright colored play pens were said 
to actually produce a more rapid growth than sombre- 
colored pens. 

Correcting such mis-uses of color must always work 
from generalities down to specific cases, but these 


generalities are often helpful. For instance, keep in 
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the back of your head the theory resulting from some of 
Luckiesh’s color researches: from cave-man days the 
blue of daylight has been associated with work, and the 
yellow-red of the fireside has been associated with play 
and rest—but since Luckiesh is primarily concerned with 
light, the theory is probably more applicable to interior 
decoration than packaging and can be placed well back 
in the head. 


Barber Poles and Babies 


More interesting Luckiesh research seems to indicate 
an inherent preference among humans for pure or pri- 
mary colors, but since Dr. Allen has shown that savages 
and children like their colors bright and even garish, 
civilization’s refining influence probably accounts for 
the increasing popularity of tints, shades, grayed tones 
and the subtle in-between types of color such as blue- 
green and might even make it safe to say that the higher 
up the civilization scale your market is, the farther you 
can get away from barber-pole colors. As a matter of 
fact, R. H. Hookway of the Sherwin-Williams company 
volunteers the information that in tin printing for cans 
and tubes, there is a definite trend away from the pure 
colors, and as proof, cites the example of a dark red or 
carmine finish which is giving ground to a grayed 
version of the same pigmentation—which the world 
knows today as Dubonnet. 

Similarly, you can find a moral in the rapid acceptance 
of pastel colors in plastics for packaging work, typified 
by the story of Plaskon. This urea plastic appeared on 
the market about five years ago and attracted much 
attention with its range of soft pleasing pastel colors 
when most other plastics offered dark, crude colors, and 
grew very rapid] y—largely through the odd fact that it 
is far easier to achieve attractive color harmonies when 
you're working with pastels wherein color conflicts are 
minimized by the large percentage of white pigmentation 
in each color regardless of its hue. Not that these 
colors were merely diluted versions of those on a standard 
hue circuit. Harold Van Doren studied the markets into 
which Plaskon would find itself, chose scores of deli- 
cately softened and modified hues which he tested care- 
fully before boiling them down to the twenty-one 
Plaskon colors which became so popular throughout 
the packaging field. 


Markets Dictate Color Choice 


But getting back to avoiding mis-uses of color, there 
are several market conditions to consider before you 
start worrying whether your package and product colors 
are technically harmonious. For example, does your 
product go to an urban or farm market and have you 
tested to verify the theory that farm folk like brighter 
colors than city dwellers? Or does it go more to south- 
erners or westerners who like brighter and more ‘‘out- 
doorish’’ colors, respectively, than their northern neigh- 
bors; or does it go to Central or South America where the 
lid is off on bright color combinations? Or, if your 
market is entirely domestic but national in scope and 
child-appeal is important, you might well note Evalyn 























Pure white plastic closures convey a feeling of purity and freshness 

on these Elmo containers and complement the soft rich colors of the 

liquids themselves and the deep blue and silver labels, which, in- 

cidentally, are printed directly on the glass by the Anigraphic 

Process. Here the use of the rich blue labels serves to heighten 
the whiteness of the Milk Pack Solution and jar. 


Courtesy Plaskon Co., Ince 


Colored plastics, developed in the last five years, offer packagers 
a fresh new way to put color to work. On the Hamilton Watch 
box, engraved ivory plastics wiped in with brown pigment reproduce 
the richness of real ivory, while the gay red rooster perches on a 
white plastic cap to carry out the theme and brand name of American 
Distilling Company's gin. Both moldings by Armstrong Cork. 
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Courtesy Sylvania Industrial Corp. 


There’s a moral in this group of packages from Freihofer Baking Company: don’t hide a good appetizing product 

color, like that rich brown fruitcake, under an opaque wran if you can use atransparentone. Printed and colored 

cellulose have a field day in the holiday field being used as ribbons, wraps, shredded and as decorative bows. 
Colored plastics, paint and lithographed metal also contribute to Freihofer’s riot of color. 











COLOR NAMES THAT MAKE SENSE 


have come out of the Bureau of Standards’ color 
studies—names that mean more than’ apple green 
folate Mop 40] c- Mam o) [U[-Wamolato ME ZaNl(-MaReToluliic-tolh ammo MEReley 11 be 
promise, are far easier to understand than Munsell 
terms like -red-value 6-chroma 3. Here there are: 


yy Loum ote} He] s.. 
Red, Yellow, Green, Blue, Purple, White, Black, Gray. 
COMPONENT COLORS 
Pink, Orange, Olive, Brown. 


MODIFYING ADJECTIVES 


Pale, Brilliant, Vivid, Faint, Dusky, Deep, Light, Dark 
Atel emmsligelate] 


MODIFYING ADVERB 
Very. 


While not as accurate as Munsell terminology, such 
descriptions as very weak blue green or brilliant 
rolgeolate[-Wme]d-M=Xort] hme late (-161olele Ml oN A=) 2-10 20) 11-Melie| 
roINZ- Wael (ok {-ME-TaTol ele ]aMme] ololcod diuilelilolammcolmmolaNatiliite me ot] 


ry dole mmole) ol amiitelcaaliatep 


Grumbine’s conclusion that younger children prefer 
bright, elementary colors and develop a gradual prefer- 
ence for softer tints and tones as they grow older, and 
always prefer realism rather than over-simplified modern- 
ism in their illustrations. And a product going to a 
specialized market dominated by one race might well be 
checked by simple surveys to make sure it doesn’t run 
counter to that race’s color preferences. 

Then again, you may want your package to look 
larger than it actually is, which illusion is often achieved 
by a predominance of light colors and vice versa if a 
feeling of smallness is desired. Also, in the food field, 
a bluish white occasionally connotes lack of richness 
and flavor (witness the efforts of dairymen to deepen 
the yellow tinge of fluid milk) and suggests the possi- 
bility of toning white areas as a means of conveying a 
feeling of greater richness. And, as a final thought on 
market study, a packager should consider what colors 
are most widely used in his particular field, so that his 
choice, however well it may meet other requirements, 
does not suffer through confusion, mis-identification or 
lack of individuality. 


Competition's Colors 
Such tabulation of competitive colors is a simple opera- 
tion and in some fields has already been done. In the 











cosmetic industry, a MoperRN PacKaGING survey has 
shown white, cream and black to be the most widely 
used major colors in that order, with gold, silver and 
red the most widely used second colors, respectively. 
More cosmetic preferences are shown in the report of a 
large molder of plastic jars to the effect that coral, red, 
ivory, blue-green and yellow are preferred in that order, 
while another molder of plastic bottle caps finds red, 
white, ivory, green and blue the most popular. Similar 
surveys have been made in most fields of packaging and 
serve as a guide in avoiding colors too much like com- 
petitive containers. 

When it comes to the subject of color harmony, which 
people have come to expect in any treatise on color, we 
have yet to see an average businessman who didn’t get 
a bad case of confusion when confronted by a series of 
hue circuits, charts and color wheels which purport to 
reduce color harmony to a few simple rules. These 
rules, usually six in number, tell you to choose colors 
that are complementary or opposite on the circuit; 
colors that neighbor each other on the circuit; colors 
that are equally spaced on the circuit; colors that are all 
tints and shades of a single hue; colors that are all tinged 
with another color; and colors that are all lightened 
by the addition of white. 


A Note on Color Rules 


With these rules no one can have a serious quarrel, 
but since color theorists cannot even agree on the number 
of colors in the circuit—which throws the rules out of 
whack—and since some of the most successful packages 
disobey the rules and conversely, some unsuccessful 
packages follow the rules explicitly, the question of 
rules for color harmony doesn't seem too important. 
They unquestionably limit and standardize color selec- 
tion and since color-monstrosities cannot occur when 
color selections are made under the eye of a trained 
artist—as they should always be—the question need 
not worry the businessman whose primary concern is 
making color do as hard-hitting a selling job as possible. 

Thus we wind up the second section in this investiga- 
tion of color, from which one can easily see that color 
choice is not a task to be treated casually, or one that 
can be entrusted to the uninitiated. Since more success- 
ful color users spare no pains to get the best talent 
available and to do the most complete research job 
possible, there is an obvious moral, for those who want 
to put color to work, to take advantage of the many 
and improved new coloring methods being devised every 
year and to reap the rewards awaiting the progressive 
color-minded manufacturer. 


Editor’s note: These non-technical color studies are 
being prepared by the staff of T. J. Maloney, Inc., with 
the collaboration of designers Raymond Loewy and 
Harold Van Doren, George Welp of The International 
Printing Ink Corp., and Ray Hookway of The Sherwin- 
Williams Co. 





MAY 1938 55 

















THERE USED TO BE A TIME WHEN ONE COULD 
not buy fresh sea fish more than fifty miles from the 
coast unless one could afford to open a millionaire’s 





purse in payment. 

Today—between fast freights and freezing processes— 
fish has become a commonplace on the tables of homes 
located half a continent from the fish piers. 

Yet the fact of freshness has not been enough to win 
potential markets. More and more, the fishing interests 
have had to turn to packaging as a means of demonstrat- 










ing such freshness—of making the product /Jook fresh as 





well as be fresh. 

A particularly successful example of such packaging 
is to be found in the wraps used by the O’Donnell-Usen 
Fisheries Corp. for Taste-O-Sea tenderloins—fillets cut 
as soon as the boats arrive from the fishing banks at 
















Boston's famous fish pier and just as quickly wrapped 
and packed for shipment. 

The wrappers, of cellophane, designed and printed 
by the Dennison Manufacturing Co., utilize bright blue 
lettering edged in yellow and printed on the face of the 
wrap by letterpress process. The fillets, glistening 


MODERN PACKAGING 


PACKAGING THE AIR OF FRESHNESS 


under the transparent wraps and providing a tasty back- 
ground for the salty design, are placed for shipment and 
display into wooden boxes, likewise decorated with 
blue lettering. When shipment is to be made to areas 
located more than two or three hundred miles away, 
quick freezing is resorted to. Otherwise, the box is 
placed onto a bed of ice in a larger wooden container 
which provides ample protection, the company reports, 
for the shorter hauls. 

Dealer acceptance of the pre-wrapped and pre-cut 
tenderloins is reported as extremely favorable by the 
company, both because of the labor saved the merchant 
by such pre-preparation and because of the ease of 
handling such items. Consumer acceptance has like- 
wise been evidenced in a steadily mounting volume of 
sales for the product. 

For display purposes a special card arrangement has 
been worked out which permits the dealer to display 
the card alone during that period of the week when 
fish sales run low and to use the card as a display panel, 
backing up the box, during the busier Thursdays and 
Fridays when fish is usually placed on display. 


Fish, once thought of as ‘‘unpackageable,’’ is today being packaged in increasingly large volume. The wraps below 
are adapted both to long distance shipments, which are quick-frozen, and to short hauls. In the latter case, the 
wooden shipping box is placed, on ice, in a slightly larger wooden container. 


a Be 5 Seo 


Tenderloina 


ATLANTIC’S CHOICEST FISH 


SORDRAES OSORORAN OG. TUSK SOSTRR ARR, 












The savings you think you make when you get someone to ‘‘give you a price’’ on your 


packages are as illusory as a vision on the waters, a mirage on the desert sky. 


For somewhere, somehow, your supplier must cut a corner to make his price .. . and 


usually the cut comes out of box quality or service and delivery performance. 


But that doesn't mean you have to pay top prices. Not by along shot! Because you can 


always come to Burt where competition means the healthy kind, based upon Burt's own 


developments of machines that do a better job faster and at less expense and based, too, 


on Burt's giant volume, trained permanent staff and rich background of experience. No 


mirages up here in Buffalo... but savings . . . savings galore. 


BURT COMPANY, INC. 


500-540 SENECA SEREGT, BUFFALG, ‘ 
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630 Fifth Avenue A. B. Hebeler A.B.Bacon  §pRINGFIELD 919 N. Michigan Ave. W. G. Hazen 
Room 1461 P. O. Box 6308 BOSTON P. O. Box 214 Room 2203 P. O. Box 2445 
W. Market St. Sta. 120 Boylston St. Highland Station E. Cleveland. Ohio 
CANADIAN DIVISION 
CINCINNATI MEMPHIS MINNEAPOLIS Soe aeeene Dominion Paper Box Co., Ltd. 
221 Walnut Street Frank D. Jackson J. E. Moor Louis Andrews 469-483 King Street, West 
Telephone: MAin 0367 2150 Washington Ave. 3329 Dupont Ave. South 62312 South Grand Ave. Toronto 2, Canada 











POSTERIZED 
PACKAGES 


Bring this “back shelf” item 
into the retailing limelight 





IF YOU'RE HANDY ABOUT THE HOUSE—IF YOU 
go in for painting and repairing—if you're all set to buy 
a lot of paint, putty knives, varnish, wallpaper and what- 
not—you might also remind yourself of the preparations 
which have long been on the market for the filling of 
wall and ceiling cracks prior to painting or papering. 

That was the way dealers—and manufacturers—sized 
up the market for many years past. 

And that’s how they probably would continue to look 
at it had not an aggressive company commissioned its 
equally aggressive advertising agent to develop a new 
style of package. 

Starting with the premise that the package for Schalk’s 
Crack Filler would have to convey an inference, at least, 
of superiority over the welter of ordinary fillers that were 
to be found on retailers’ shelves, company, agent and 
designer sought a unit that would overcome—or rather 
short-circuit—dealer inertia and bring itself to the con- 


sumer’s attention willy-nilly. 
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From poster style cartons for the ten-cent 
packs, the Schalk family has grown to include 
similarly styled displays and i cans. Carton 
and display produced by the Michigan Car- 
ton Co. Can labels by R. J. Kittredge Co. 


Designer Fred Glauser therefore adopted a poster style, 
utilizing the simplest of lettering and color schemes. 
The product's name appears boldly on a grey panel which 
seems to stand up like a billboard on a red background. 
Beneath it appears a four-word descriptive slogan com- 
bined with a white suggestion of a putty knife—in all, 
a five-symbol lesson in the use and application of the 
product. Below that, the price—and you have a com- 
plete story told in terms of the utmost simplicity. The 
package literally says, “Come on, Mister, I’m an easy 
product touse. Try me.”’ 

This same line of reasoning is carried out on side panels 
and on the more detailed direction panel at the back of 
the carton. Here, in addition to about a hundred and 
fifty words of instructions for use, a separate panel of re- 
verse lettering succinctly suggests a number of possible 
uses and repeats and enlarges upon the slogans found on 
the front panel of the carton. 

To insure counter display for these handy five-ounce 
units—samples, as it were, for the larger sizes of the prod- 
uct—each carton of twelve packages reaches the dealer 
with its own automatic display basket designed, in 
style similar to the package itself, by Currie Haines. 

So, too, with the larger packages—a round fibre can 
for the twenty-five cent size and a rectangular one for the 
five-pound, big brother unit—both being revises of the 
original carton, adapted to the shapes of the fibre cans. 

Armed with these packages, the Schalk Chemical Co. 
has ventured into the national advertising field, seeking 
to bring its product—by sheer force of consumer de- 
mand—out of the ‘“‘afterthought’’ class. Between ad- 
vertising and packages, all reports indicate, that is ex- 
actly what has happened—with an ever-widening wave 
of distribution arising from combined consumer demand 
and awakened dealer interest. 
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Smarlly Designed Cups 


STRESS BEAUTY AND QUALITY 


Mernn packages for beauty 
products are as smart in ap- 
pearance as the latest fashions in 
the wearing apparel of their femi- 
nine users. And just as a pert hat is 
essential to the modern feminine cos- 
tume—an attractive metal cap adds 
the finishing touch of distinctive 
design to the stylish beauty prepa- 
ration package of today. 
Armstrong’s Metal Caps possess 
the essential advantages that en- 


able you to create exceptional effects 


ss 


in decoration. Lithography is accu- 
rate and colorful so that your private 
design is faithfully reproduced and 
in harmony with your label colors. 
In addition, protective coatings are 
applied to Armstrong’s Metal Caps 
to safeguard colors against possible 
marring or bleeding. Thus, you can 
depend upon them to retain their 
neat, bright appearance. 
Metal 


provide dependable sealing security 


Armstrong’s Caps _ also 


for the quality of your product. 


They are made of fine-grained, duc- 
tile metal and are precisely formed 
to properly engage the container 
threads. They prevent evaporation 
and are highly resistant tocorrosion. 
Specify additional color, decora- 
tion, and sealing security for your 
packages. Order Armstrong’s Metal 
Caps. Write today, for complete 
information, samples, and _ prices. 
Armstrong Cork Products 
Co., Closure Div., 916 Arch 


Street, Lancaster, Pa. 


THERE’S AN ARMSTRONG CLOSURE FOR EVERY SEALING NEED 
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‘aluminum foil ma 


. . there’s only one reason, and it's a good one, for using Aluminum Foil 
on perfume or cosmetic boxes. Its rich beauty is alluring. Appeals to the eye 
and suggests to the mind that here is a superlative product. 

. . there’s still another reason for using Aluminum Foil on a host of other 
products, especially foods. It protects freshness and purity. Spoilage by 
light is prevented because light can't penetrate foil. It is also most resistant 
to air and moisture. Even heat is reflected by the mirror finish. 

. whether your product calls for a box, bag or wrapper, you can package 
it in foil. Newly developed adhesives, coatings, and fabricating methods 
have greatly extended the usefulness of ALCOA Aluminum Foil. New print- 
ing methods have enhanced its beauty. Every packaging man should acquaint 
himself with these developments. We'll gladly explain them. Write Aluminum 


Company of America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 


ALUMINUM FOIL 




























































GIFT AND HOLIDAY FORECAST 


(Continued from page 38) 





products to be considered as gifts, but indirectly they are 
trying to cash in on the Christmas spirit. For instance, 
offering sausages in colorful holiday attire, helps to get 
them on the Christmas breakfast table. The little 
greeting suggests that they should be served at that 
time. So you see, there is almost no type of product that 
is not susceptible to Christmas packaging. Similarly, 
candies attractively packaged in holiday mood look for 
a place in stockings or on the Christmas tree. 

As we said before, things may look bad for Christmas 
selling, but at such times retailers and manufacturers 
alike must go out of their way to produce gifty looking 
packages that will attract holiday spending. But what- 
ever plans are to be made, whatever special effort is to be 
initiated to share in the better than 15 per cent of the 
annual retail volume which will be done in December, 


should be started now. 


A RETAILER REACTS TO HOLIDAY 
PROMOTIONS 


by ARTHUR H. VAN VORIS* 


MODERN PACKAGING here presents the reactions 
of one retailer—who considers himself an average re- 
tailer—to the holiday packaging and display promotions 
of those manufacturers serving his trade. By no means 
“‘average,'’ Mr. Van Voris may be considered as typical 
of the more progressive and more analytical-minded type 
of retailer, whose good will the packager must cultivate 


today if he seeks the fullest amount of dealer cooperation. 


IF THERE IS A LESSON TO BE DRAWN FROM THE 
retailer's experiences during the 1937 holiday season, it 
seems to me that we might say it is the smart thing for 
the manufacturer of a non-specialty-Christmas item to 
endeavor to build up his product so that it shall appear 
desirable as a gift item to Christmas shoppers. This is 
good merchandising for both manufacturer and retailer. 

Take our case, forexample. We operate a store which 
has been selling hardware and kindred wares in our com- 
munity ever since 1864 and experience teaches much. 
One of the business facts we have learned from experience 
is that it is not very good judgment to lay in a stock of 
merchandise for holiday sales which, either on account 
of its price or its kind, should have to be regarded ex- 


* |. Van Voris & Sons, Cobleskill, N. Y 
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clusively or extensively as restricted in salability to the 
holiday season. Turnover is vital to retail business and 
more and more, from season to season, we have built up 
our holiday displays from merchandise of fairly consis- 
tent demand. Thus, when the holiday season is over, 
we are not left high and dry with an assortment of mer- 
chandise for which there is no demand or probable sale. 
To illustrate, I would prefer to lose a few sales than to 
have an over-supply of Christmas tree lighting sets and 
extra bulbs or electric candles and have to carry over any 
considerable stock. Some items can be cut down by 
January sales—others cannot. 

And so, you see, happy is the plan that promotes a 
special holiday demand for regular throughout-the-year 
articles and much credit to those far-seeing manufacturers 
who lend cooperation to this end. 

Would you like to observe how some have gone 
about this special seasonal sales stimulus promotion? 

The Bissell Carpet Sweeper Co., well in advance of the 
holidays, mailed to their dealers a portfolio telling about 
suggested sales helps for building up carpet sweeper sales 
for Christmas. It seems to me that this company had 
more varied helps of this nature than any other and we 
took advantage of the three special offerings—(1) a choice 
selection of Christmas advertising mats; (2) a special 
Christmas folder or envelope stuffer, entitled ‘Santa 
Says: ‘Givea Bissell!’ ’’ and (3) a very fine Christmas dis- 
play rack holding one carpet sweeper. This rack is done 


20. The always popular transparent cellulose ribbon 
tie achieves renewed appeal in interesting new design. 
Photo courtesy Hy-Sil Manufacturing Co. 














@ Many a carefully conceived carton has 


failed because it couldn't survive the "coun- 






ter-attack": stiff competition, rough treat- 





ment, careless or prejudiced salespeople. The 






cartons that live through it are the ones 






planned for it. 







Container Corporation's unique method 


of "Packaging by Prescription" prepares 






every folding carton for the trials it must 






meet; design and display that will demand 






attention; novelties and merchandising aids 






that will win the support of salespeople and 






the interest of customers; strong construction 






that will protect both carton and contents. 






Attention to these important details en- 






ables us to produce folding cartons with both 






"the strength that protects" and "the beauty 






that sells."" Complete control over our prod- 






ucts from raw materials to finished cartons is 


an important factor. Ask our representative 












= to show you how our method saves money. 
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This successful packaging method also distin- 


guishes Container Corporation's corrugated 






and solid fiber shipping containers — first choice 






of many of America's best known shippers. 











CONTAINER CORPORATION OF AMERICA 


General Offices: 111 West Washington Street, Chicago, Ill. @ Mills, Factories and Sales Offices at Strategic Locations 
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in colors and is extremely well made. The merchandise 
message is this: ‘‘Again Santa asks us to remind you of 
Bissell, the really better sweeper.’’ With this rack came 
a set of special price tags in holiday colors, so that the re- 
tailer could select any Bissell model and place it in the 
rack with a price tag of its own. 

The Mantle Lamp Co., makers of the well-known 
Aladdin Mantle Lamp, sent a letter to the trade on Dec. 
1, reminding retailers of the Christmas sales which may 
be theirs for making special holiday efforts with the 
year-round product. That paragraph of their letter 
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21. Dolly Madison fruit cakes have achieved wide 
holiday sales in embossed imitation leather covered 
boxes of rectangular shape which hold the circular 
cake imbedded in printed transparent cellulose and 
cushioned by ribbon-tied corrugated pads. 22. Printed 
cellophane provides a bed within this baking pan for 
a group of food delicacies, no one of which alone 
might make a gift but all of which together, presented 
in this manner, form an entirely acceptable present. 
23. A group of rigid transparent containers utilizing 
Lumarith Protectoid tops and side walls and metal bases. 
Manufactured by Weinman Bros. 


bringing up this point reads as follows: ‘‘It is scarcely 
necessary to remind dealers who have sold Aladdins dur- 
ing any previous holiday season that an Aladdin is a 
popular gift article for and between members of the farm 
family. Also that thousands of Aladdins are bought by 
city people as gifts for farm relations and friends. But 
we do feel that a word or two of caution is necessary, 
however, and it’s just this—be sure your stock is ample 
to take care of this demand. Don’t let this period find 
you empty-handed. Bear in mind that if your stock is 
low, you can safely order, for there remains four months 
of the best selling period after the holidays have passed.” 

Each season, for some time past, this manufacturer has 
provided, upon request, an attractive and attention-im- 
pelling 14 in. by 22 in. easel-back Christmas display 
panel. Last year’s was done in red, green and gold, with 
a picture of Santa at the top and then this message: 
‘Take my advice, folks—an Aladdin Kerosene Mantle 
Lamp is the ideal Christmas gift. It will bring bright- 
ness and cheer and be a reminder of your thoughtfulness.”’ 

Dazey Churn and Manufacturing Co., manufacturers 
of can openers, knife sharpeners, churns, juicers, etc., 
sent a mailing piece to retailers, well in advance of the 
holiday season, featuring free gift wrappings. This 
company has a pleasing manner of showing retailers who 
stock at least some of their devices that there is a sale for 
other Dazey items in hiscommunity. We have sold their 
churns for many years but we do not stock the newer can 
openers and so within recent weeks, two local customers, 
seeing the Dazey national advertising, have sent direct to 
the factory for can openers. These mail orders were filled 
direct and with a letter suggesting that we should stock 
the item, the company attached a check, in each instance, 
covering the mark-up between dealer net cost and sug- 
gested retail price. I recall these checks as about sixty 
centseach. This type of sales reminder cannot do other- 
wise than create good will for the manufacturer and a 
real interest for the product. 

Daisy Manufacturing Co., makers of the Daisy Air 
Rifle and Targeteer, issued a broadside to the trade, tell- 
ing about their plans to promote Christmas sales on these 
two products. The following is a part of the announce- 
ment showing, by means of eleven photographs, how one 
retailer followed through: “‘Nov. 20, 1937, marks the 
beginning of a concentrated, nationwide sales program, 
which includes national and local advertising, dealer co- 
operation and—the customer himself. Free ad service 
for use in local papers, free air rifle displays, free Targe- 



































teer displays, free literature and catalogs—all are avail- 
able to dealers, free for the asking, and each plays its 
part in the big campaign story of a 1937 Christmas- 
gift sale. This dealer uses Daisy's free help service.’’ 

Two of the special Christmas mats were entitled: 
“Make our store your Christmas shopping headquar- 


ters’’ and ‘Tips for Christmas shoppers.’ ’ 
As for the air rifle display rack, sent at our request (a 
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short note on a penny postcard will bring any or all of 
Daisy's free help service to any dealer, anywhere), 
that was put to use and did a fine selling job for us in our 
store. The Targeteer display sold us out of Targeteers. 

The General Electric Co. provided an attractive gift 
selection booklet for customer distribution. Here is the 
copy on the opening page: ‘‘For your gift selection— 
you are assured of lasting and appropriate gifts if you 
make your selections from these quality General Elec- 
tric appliances. Choosing a gift for mother, wife, 
daughter, relative and friend, of course, is always a prob- 
lem. You just can’t be wrong when you choose one of 
these capable, modernly styled appliances which are a 
part of General Electric's contribution to the art of 
better living. 

‘Years of research and experience in design and manu- 
facture of quality appliances is the heritage of this fa- 
mous line. Their faithful service can be your sincere ex- 
pression of affection to those near and dear to you. Make 
this booklet your shopping guide and rest assured that 
whatever your choice, you can make no finer contribution 
to the American Art of Better Living Electrically.” 


24. Arn all-over pattern design is used by O. F. 
Mossberg & Sons, Inc., for their Metal Edge boxes for 
rifles and shotguns printed in black on yellow board 
with metal stayed corners to harmonize. A system of 
inserts holds stock and barrel securely in place so that 
they cannot move about when in the package. 
25. Small cellophane bags are being utilized with 
increasing frequency to protect dolls and similar toys 
from handling soilage, while permitting full visibility. 
Photo courtesy ‘““Cellophane’’ Division, E. |. Dupont 
de Nemours & Co., Inc. 26. Holgate Brothers Co. 
utilizes Metal Edge boxes of both the telescopic and 
lift lid type for children’s wooden toys. Such boxes, 
it is reported, are frequently retained by the children 
as ‘garages for the toys. Photo courtesy National 
Metal Edge Box Co. 27. Typical of the fine work 
being produced by a limited number of toy manufac- 
turers, is the Auto-Magic package designed by C. O. 
Woodbury and produced by the Niagara Box Factory, 
Inc. A die-cut insert in the base of the package holds 
the various units of the set in position for display. 
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ANDS play ... flags wave 

.. there is action and color 
beneath the big top where 
trapeze artists swing through 
the air. We cannot give you 
action but we can give you 
color in your metal packages. 
Heekin colors, properly blend- 
ed and harmonized, will give 
you action in moving your 
products from the shelves of re- 
tailers. Modern lives are geared 
with competition ... the public 
must be sold ...make your 
package outstanding and it will 
be outstanding with the public. 


THE HEERKIN CAN CO., CIN., O. 


LITHOGRAPHED 
WITH HARMONIZED COLORS 
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The Empire Electric Co. makes an electric tie and trou- 
sers presser, a year-round seller. To lend a Christmas 
gift atmosphere to their product, they added a cello- 
phane binder strip to their black and gold display car- 
ton, made up in the form of a holly wreath and red rib- 
bon, with the words, “Holiday Greetings,’’ printed 
across the ribbon. The dealer removes the cellophane 
from any cartons that are not sold during the holidays. 

This method of dressing-up year-round merchandise to 
lend a special Christmas appeal seems to be increasing for 
the number and kind of products covered. Any mer- 
chandise-minded observer could have seen retailers re- 
moving these bright lithographed jackets from boxes of 
cigars, boxes of candy and cartons of cigarettes the day 
after Christmas and there is no question but that the 
gayness of these holiday jackets prompted many a sale. 

A manufacturer of a nationally advertised electric iron 
sent dealers a very pretty red and green pasteboard stand- 
up frame in which to place one of the black and chro- 
mium electric irons, thus magnifying (for display pur- 
poses) the common household device into a feature of 
desirability for gift purchase. 

The Delta Electric Co. makes a line of electric hand 
lanterns, an item of steady demand throughout the year 
for household, industrial, farm and sportsman use. In 
their red and chromium or nickel trim cases, these lan- 
terns are good looking and to make them stand out even 
more prominently in a Christmas window or display case 
‘‘spot,’’ the manufacturer has provided modernistic red, 
orange and black price panels, each with an attaching 
flap to slip into the back handle. 

The J. B. Williams Company's shaving accessory at- 
ticles are well known for their quality and variety and, at 
Christmas time, three favorites were grouped together— 
shaving cream, talcum for men and Aqua Velva—and 
were put up in a special Christmas carton. If not sold 
after the holidays, the items were removed from the dis- 
play and put back in regular stock. 

Western Clock Company’s alarm clocks are known by 
the brand name ‘‘Westclox’’ from coast to coast and there 
is such a steady demand for them and for the Westclox 
pocket watches that at times it is difficult to get an 
order filled promptly. And yet, despite factory activity, 
we have seen some very attractive Christmas boxes in 
which the clocks and watches were shipped around holi- 


28. An unusual contrast is seen between the old 
Garcia Grande package and the new metal foil covered 
container recently adopted and designed especially, 
in its smaller sizes, for gift sales. The company reports 
‘remarkable’ sales increases ascribable directly to the 
package change. Box wrap manufactured by Reynolds 
Metals Co., Inc. 29. A full color lithographed 
over-wrap incorporating the very picture of gift pres- 
entation, is used for the seasonal packaging of Bayuk 
Phillies cigars. Photo courtesy United States Printing 
& Lithograph Co. 30. A group of holiday merchan- 
dise cartons utilizing metal foil covered body gayly 
printed in Christmas colors. Photo courtesy Reynolds 
Metais Co., Inc. 
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REVELATION CHEST 
1937 Gold Award Winner. 
Package by Pilliod Cabinet 
Co., for International Sil- 
ver Co. Roll-top of Eastman 
Acetate Sheet. 





Lae prize-winning chest shown above is an 
outstanding example of the manner in which 
Eastman Acetate Sheet can add beauty, practi- 
cability, and sales appeal to any package. Here 
is adequate protection...complete visibility. 
Here is modern packaging. 

Kastman Acetate Sheet is readily adaptable to 
virtually all packaging problems. It is tough, 
durable, colorless, consistently uniform, and 
easily worked. For all types of construction 
(molded, drawn, or folded), it lends itself to 
modern, attractive, practical design in packages 
that are lastingly beautiful. 


YOU GAN SEE THROUGH 


Available in rolls of any practical length (40” 
maximum width) and standard-size or cut-to- 
size sheets—in thicknesses of .003”, .005”, 
0075", .010", and .015”. It is flexible, transpar- 
ent, and takes printing ink without wrinkling. 

Write for information and generous working 
samples. Test the adaptability of this modern 
material to your packaging requirements. 


Eastman Acetate Sheet in thickness from 00088" 
to 002" is sold as KODAPAK. It is especially 
suitable for wrapping and laminating. 


EASTMAN KODAK COMPANY 


Chemical Sales Division 





ROCHESTER, N. Y. 
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31. Dennison presents a series of gift papers espe- 

cially designed to appeal to children of all ages and 

featuring colorful holiday figurines. Photo courtesy 
Dennison Manufacturing Co. 


day season for retailer display. And these boxes cer- 
tainly increased sales. 

Gillette Safety Razor Co. supplied a special Christmas 
packing of razor blades. Here’s an article of the most 
stable daily sales value and yet it is definitely subject to 
step-up sales promotion by instilling the gift idea in the 
minds of Christmas shoppers through the package. 

Interwoven Hosiery, as a Christmas specialty number, 
was offered to dealers last year in a three-pair-to-the-box 
combination. No extra charge was made for the box 
with a Christmas merchandise order and for those re- 
tailers who, because of inventory on hand, could not 
take advantage of the offer, the cheery holiday boxes 
were made available at a very nominal cost. 

Ir will be apparent that the foregoing survey has 
merely touched the edges of retail business. From many 
years of connection with the retail hardware business and 
from my observations of the workings of these various 
Christmas build-up merchandise displays, I surely com- 
mend the efforts of those manufacturers who have lent 
this added cooperation to their retailers. 

A sale is a sale, whether during the holidays or at any 
other time of the year and if special sales promotion can 
prove effective by bringing non-holiday items into the 

Christmas sales class, it appears to me, as a retailer, that 
many manufacturers who have not investigated the pos- 
sibility by a try-out are missing a splendid opportunity 
for cooperating with their retailers and for making addi- 
tional profits for themselves. 
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INTERNATIONAL SALT 


(Continued from page 48) 


INTERNATIONAL RESEARCH FOR 





A third and more recent step in the modernization pro- 
gram involves the development of the export package— 
a 26-oz. oval, metal container, designed to provide a 
permanent package capable of withstanding the severe 
conditions involved in over-water salt transportation. 
Here L. R. GrosJean, superintendent of the company’s 
Watkins Glen plant, made a unique collection of salt 
packages utilized throughout the world—a collection 
which greatly aided the package planners in determining 
those qualities most essential in an export package and 
the means of attaining such qualities within practical 
cost limitations. The very process of shipping these 
packages, from their point of sale or origin to the United 
States, provided a means of testing each construction for 
its ability to withstand both handling and sea hazards. 

The design of the Sterling export package is very 
similar to that utilized on the domestic 5¢ container, 
although the color scheme has here been reversed. The 
word ‘‘Sterling’’ appears in blue lettering on a clean 
white background above the word *‘Salt,’’ in white, re- 
versed onto a blue horizontal band. Red, with super- 
imposed reversed white lettering, is used to identify the 
iodized varieties of this brand and a thin blue horizontal 
band completes the design at the point where the side 
walls and the top of the container meet. The metal 
closure, with its triangular pouring hole, is likewise of 
blue and, for the user’s convenience as well as for pleasing 
design, is equipped with a series of fluted indentations 
to provide an easy grip for the hand. 

Particularly interesting has been the market reaction 
to this package. It was originally designed for export 
and for sale at a price far higher than that which obtains 
in the domestic market. Such prices were requisite in 
view of the higher cost of this container as compared 
with the paper carton and were attainable in the export 
market, where competitive brands are usually sold at 
fairly high prices. 

However, almost immediately upon the introduction 
of the new package, the company received many requests 
for this item in the domestic market as well—requests 
which came especially from summer resorts at lakes and 
at the seashore, where all salt is exposed to excessive 
moisture. Many requests, in addition, came from those 
using salt in camps or on hunting or fishing trips. The 
package was therefore released to the domestic market 
at a retail price exactly three times that of the standard 
carton. Despite this price differential, the company re- 
ports a remarkable acceptance among consumers and, 
more important, a steadily increasing growth in sales 
wherever the unit has been introduced. 

Credit for design of all the International Salt packages 
to Simpers Co., Inc. 
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WHO EVER 
HEARD OF 
A WHITE 

SUN TAN 


The sun gives some things a rich tan—others a washed-out pallor. But folding 
carton colors in Ridgelo Clay Coated boxboard do not change. They are uniformly 
ifree from fading! 


That's an advantage of delicate Ridgelo SkyTints or of strong, bright shades. Car- 
tons in window or store displays remain saleable, always looking fresh and clean. 
Use these Ridgelo Clay Coated carton colors—cost less than printed backgrounds 
| look better—sell faster. e They're stocked in 16 printable shades— sample sheets 

pwill be sent you gladly, on request. 

P Functional efficiency as well as beauty in Ridgelo! Moisture and vapor protection, grease-resistance, 


Hore two problems for which Ridgelo has interesting answers. Let us have your problem or consult your 


E independent boxmaker. 





RIDGELO—"THE BEST KNOWN NAME IN BOXBOARD" 
» ae AT Ries Fe ee, N. J. BY LOWE PAPER cena 


Repr tatives. E.C. Collins, Baltimore ® Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago ® H. B. Royce, Detroit 


= Blake, Motfit & Towne and Zellerbach Paper Company, Pacific Coast ° A. E. Kellogg, St. Louis ° W. P. Bennett &.Son, Toronto 
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FLAGGING THE PASSING DOLLARS 


by N. W. TOWNSEND * 


GOING BACK ABOUT TWENTY YEARS OR MORE, 
one finds that General Electric lamp agents were offered 
posters or display material, through the medium of a 
house-organ, if they would write in for such. And it 
would be given free of charge. 

However, surveys showed that much of the material 
sent out was either not wisely used or was not used at 
all. Soa radical departure was made! A definite, con- 
cise window display program was developed and was 
offered to agents at a cost of $5 a year. Immediately the 
number of agents using displays increased! 


* In Charge of Display Advertising, Incandescent Lamp Dept., General Electric Co. 





This charge was made on the assumption that it is 
human nature to make more intelligent use of something 
in which one has a personal investment. Knowing that 
such material would be more wisely used, G-E felt justi- 
fied in providing more and better material. Then, too, 
the money received from the display service subscriber 
for this twelve-times-trim service helped defray a part of 
the cost and enabled the manufacturer to make avail- 
able a better service. 

It is both interesting and surprising to learn that this 
policy of selling the display service has survived through 
the past twenty years and that there are today between 


1. G-E displays and publication advertisements often use identical illustrations. Savings on art 
charges are purely incidental—the tie-in between ads and displays, being the principle aim. 
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20,000 and 25,000 of these paid subscriptions. The 
style of the service has changed, the mailings have been 
made fewer and the prices have been reduced—but the 
policy still lives on, and for exactly the same reasons as 
originally arrived at twenty years ago. 


G-E's Display Program of Today 


It has been said that the type of display service has 
been changed. With its 100,000 agents of today, G-E 
has found it necessary to develop various types of dis- 
play services, each tailored to fit the needs of a particular 
type of retail outlet. With this program, approxi- 
mately 80,000 retail outlets are provided with display 
material each year. Listed below are the major types of 
displays provided: 

1. Deluxe Display Service—consisting of feature dis- 
plays, baskets, bulb holders, price cards, etc. This ma- 
terial is sent out in eight mailings—January, February, 
March, April, June, September, October and November— 
thus hitting the better bulb selling seasons and missing 
some of the months when bulb sales somewhat drop off. 
This Service is sold for $2.50 a year and is designed for 
and available to the better agents in preferred traffic loca- 
tions. The $2.50 charge just about covers the cost of 
getting the display material from the manufacturer to 
the subscriber. At present there are between gooo and 
10,000 subscribers to this Deluxe Service. 

2. Master Display Service—consisting of feature dis- 


2. This unit, a colorful counter pedestal, holds 24 bulbs on its 4 shelves and an additional group, in 
jumble display, in a top compartment. Produced by Hankins Container Co. 3. 








HIGHLIGHTS 


Repeated surveys show that one out of every three cus- 
tomers brought in by a bulb display is a NEW customer 
for the store using the unit. 


G-E increased the number of agents using displays by 
stopping free distribution and charging them for the service. 


10,000 subscribers pay $2.50 a year for the Deluxe 
Service. 13,000 others pay $1.25 annually for the 
Master Display Service. 


Every G-E feature display is pre-tested on hundreds of 
individuals prior to production. 


National Retail Hardware Assn. surveys showed G-E lamp 
displays receiving more first-place votes among hardware 
dealers than the total received by 50 other services. 


86% of all dealers subscribing to G-E display services 
rated them either first, second or third, out of the 51 
different manufacturers’ services. 


International Association of Display Men's countrywide 
survey gave 71.4% dealer first choice to G-E displays— 
86.6% first and second choice total. 










The basket of this 


lithographed unit is equipped with a flashing mechanism, permitting one lighted bulb to pass light through 


the mass of bulbs in jumble display. Manufactured by The Niagara Lithograph Co. 4. 


A simpler 


counter display utilizes an advertisement illustration. The ‘‘basket’’ is formed by the reproduction of 
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a group of lamp cartons, thus providing a perfect tie-in between product, package and advertising. 
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6 7 
5. A poster produced by Forbes Lithograph Co. is utilized in this electrified metal display stand by 
the M. Metzger Co. 6. Actual shelf construction is here used to hold actual cartons of light bulbs 


in a feature display. Lithography by Forbes Lithograph Co. 7. Note the presence of actual bulbs 
on almost every G-E feature display. This one produced by Kindred, MacLean & Co., Inc. 


8. Each display package is accompanied by publications like these, giving the dealer helpful sugges- 
tions both on display installation and the merchandising of bulbs. 


MAY 1938 75 

















ct 
( } oo a“ eorore? 
vw u se 
3° ee ow 
se & Margao”) 





9. Dealers are urged to build trick displays. Their 
value as attention-getters has been demonstrated 
in thousands of instances. 


plays (some exactly the same as used in the Deluxe Ser- 
vice and others using the same art work but in smaller 
size), baskets, bulb holders, price cards, etc. This is 
sold for $1.25 and is sent out in five mailings—February, 
March, June, September and October. Much of this 
material is designed to take up slightly less space than 
are the Deluxe Service displays, although these displays 
are still intended for better lamp agents—perhaps we 
might term them grade ‘‘B’’ dealers and those whose 
stores are still in good pedestrian traffic and shopping 
areas. But maybe these stores are located on the side of 
the street having less traffic or at the end of a shopping 
section instead of in the center of it. There are between 
12,000 and 13,000 subscribers to this Master Service for 
the year of 1938. 

3. “C’ Services—this alphabetical identification has 
no particular meaning other than to help differentiate one 
set-up from another. However, this so-called ‘*‘C’’ Ser- 
vice is intended for the small agent who is a good agent 
but not quite in the class of those who subscribe to the 
Master Service. To these agents are given two small 
packages—consisting of streamer, price cards and bulb 
basket for window or counter—and perhaps one of the 





Master Service cut-outs. 

4. “‘D” Services—go to the very small agents and these 
packages are usually sent out twice a year—March and 
October. Such mailings consist of streamer, price cards 
and bulb basket and the complete package is, of course, 
quite inexpensive. 

5. °E Services—are similar to ‘‘D"’ Services with the 
addition of special pennants, streamers or hangers de- 
signed primarily for chain grocery and chain drug use. 

6. Chain Store Packages—because the display problems 
of the variety chains are different from most others, it has 
been found advisable to make up special packages con- 
sisting mostly of material from the Master Service plus 
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specially designed price cards for the special card holders 
used by the chains. Such packages are available in 
March and October and it is endeavored to send them out 
so as to tie-in with ‘‘Electrical Weeks’’ of these chains. 

7. Department Store Service—consists of lithographed 
displays with special instructions for using them in ac- 
cordance with department store display practice. 

And so we have these various types of display services 
taking care of approximately 80,000 retail outlets, with 
each service styled to fit the needs of a certain type of 
dealer. Yet, in spite of all these different kinds of ser- 
vices, General Electric has been able to produce a mini- 
mum number of types, kinds and sizes of displays. For 
example, a bulb basket for counter or window will per- 
haps be used in six of the seven types of services listed. 
A certain feature cut-out will be included in four or five 
of the services referred to, and soon. Thus advantage is 
taken of quantity production and the use of common art 
work for various services. 


How the Program Is Built 


When G-E’s lamp agents receive the announcements of 
a new display service, they are not merely looking at the 
pictures of the five or eight finished displays which go to 
make up the year’s service. 

Rather, they look at the final results of a half year’s 
work—at displays designed and selected for specific 
reasons—at results obtained after making literally hun- 
dreds of sketches—at costly paintings produced by some of 
the outstanding artists of the country—at displays which 
have not been chosen at the whim of one person or a small 
group, but selected by careful pre-testing methods, using 
scores upon scores of people representing a cross-section 
of the dealer's customers. 

First of all, a definite policy is laid down as to the 
probable story to be covered in the advertising for the 
following year. This is usually done in February or 
early in March. (Continued on page 106) 


10. A typical window, showing the use of 
G-E displays in conjunction with dealer-made 
accessories. The ‘‘birds’’ flying around in the 


window are made of light bulbs with paper 

wings, tail and back, suspended by threads and 

activated by the electric fan. Feature unit manu- 
factured by Kindred, MacLean & Co, Inc. 
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Three examples of the shipping-display box show the variety of ways in which these may be treated. 
Note how the Glo display in particular utilizes a dark color to form a contrasting background for the 





light colored package. 





DESIGNING DISPLAYS TO EARN COUNTER 
POSITION 


MERCHANDISERS GIVE PLENTY OF THOUGHT 
and consideration to the troublesome problem of ‘‘How 
can we get the greatest number of dealers to use our 
display?’’ The dispay itself and the promotion sup- 
porting the display are counted a hit if fifty, sixty, or at 
most, seventy per cent of available retailers place it cn 
the counter or in the show window. ‘‘How long does 
it stay there?’’ is a question frequently asked but rarely 
answered satisfactorily. 

Out of a wide experience with combination shipping- 
display box units, there has gradually emerged a start- 
ling conclusion; that these displays hold counter space 
longer, in many instances, than any other type. It has 
not been an unusual experience at all for one to be in- 


* Advertising Manager, The Hinde & Dauch Paper Co. 


Sy P. C. MEELFPELD* 


stalled and to be found still in use on exactly the same 
counter space many months later. 

Consider, for a moment, the factors that may cause a 
retailer to remove a display after it has stocd, for a week 
or two, on his shelf. 

First, let’s remember that displays get soiled. Dust 
and soot and smudges left by customers’ fingers, all tend 
to shorten the life of the display. 

Then, too there’s an intangible factor to be reckoned 
with—the competitive pressure that frequently makes 
the retailer decide to apportion his displays among 
several products on some more or less systematic basis. 
Under constant pressure to put up this or that display, 
the merchant easily begins to set arbitrary time limits 
on the life of the display. (Continued on page 120) 
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A GROCER MAY CARRY FROM THREE TO FOUR 
thousand items. A druggist may stock as many as ten 
or twelve thousand items—unless he spreads far beyond 
his own drug field. 

But a hardware merchant has no difficulty in finding 
anywhere up to thirty thousand different items that 
logically belong in his store! 

All of which means that it takes about twice the 1n- 
genuity and twice the effort to earn adequate display 
space for any given item in a hardware store. 


* * * 


Early in 1936, the North Bros. Mfg. Co., makers of 
Yankee tools, began to seek a means of getting their 
spiral rachet screwdrivers into preferred display posi- 
tions—on store counters. Large units seemed to be out 
Complicated displays, that required 
And so the 


of the question. 
setting-up, likewise seemed ill-advised. 






STAND THEM UP—THEY’LL WALK AWAY 


solution was finally found in a bit of set-up boxmaking 
which held five screwdrivers firmly nested in upright 
position while presenting a sixth, on its side, *‘just itch- 
ing for a consumer's examining hand.”’ 

The display, equipped with a hinged front panel that 
dropped automatically into position, could be shipped, 
in an ordinary corrugated container, with its six drivers 
already in place. The dealer had but to open the ship- 
ping box to find his whole unit—display and merchan- 
dise—ready for a selling job. 

As one dealer put it, ‘‘The best tools, lying on the 
shelf, will just lie there. But stand ‘em up—and watch 
them walk away sold!"’ 

Successful beyond the company’s fondest hopes, the 
device caused thousands of dealers, who formerly ordered 
one and two such drivers at a time, to increase their 
orders to even half dozens and multiples thereof. And, 
blessed with freely given preferred (Continued on page 108) 


Constructed like set-up boxes, these merchandisers require no handling* by 
the dealer. They spring erect, with tools already in place, from the ship- 
ping cartons. Made for North Bros. Mfg. Co. by George H. Snyder, Inc. 
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The customer doesn’t know it In CTURE Mert) ATe 

and the clerk can’t pronounce it: Sa € and Superior 
But they can both see it nliseptic and Ger Micide | 


When it is 


Carded by Bostitch 





Even with a familiar name, your 


product will sell better if seen oftener. 


PRODUCT DISPLAY 


makes it Easy to Buy 


STROY 
Small products, stapled to attractive display AE ASOD TISSU¢ 
Loran ES 
cards, are kept “out front,” in view of the ae 


customers, a constant invitation to purchase. 


“BOSTITCHING” holds them tight. 


Fragile glass bottles, collapsible tubes, brightly enameled lipstick containers, and numerous other 
small and delicate items can be firmly and safely stapled to display cards by inexpensive Bostitch 
machines, more than six hundred an hour. 


To find your local Bostitch representative, look up “BOSTITCH” in your phone book; or write direct to 


BOSTITGH 


58 Division Street East Greenwich, R. I. 


Write for free booklet: “Building Sales and Protecting Profits Through Carding and Display.” 
Or send samples of your product for suggestions and costs of carding. No obligation incurred. 
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1. A unique display device is utilized by the Bristol-Myers Co. to 
present single application tubes of Vitalis in barber shops. The 
molded Durez stand occupies a small area on the dealer’s counter, 
being 5 in. high and less than 4 in. across the base. Small studlike 
projections, which replace the usual cap on these tubes, extend into 
holes provided in the top of the stand. The bottom is grooved so 
that tubes can stand securely upright and yet be quickly removed 
or replaced. Resinox stand by the Plastic Products Co. 


2. This three-piece window display, used by the United Drug 
Co., forcefully calls attention to the necessity for immediate and 
thorough first aid, when accidents happen, through the use of an 
ominous black shadow in conjunction with a color photograph. 
Two smaller side display pieces show actual packages of the “‘First- 
aid” products. The display was developed by the United Drug Co. 
and lithographed by the Forbes Lithograph Co. 


3. To tie-in with a “combined products” advertising campaign, the 
Borden Co. is offering this ‘pantry shelf’ display to grocers. The 
unit, shipped fiat and easily erected, simulates a kitchen shelf and 
provides space for seven Borden grocery products. Designed and 
manufactured by Kindred, MacLean & Co., Inc. 


4. An effective display merchandiser has been adopted by John 
Middleton, Inc. for the marketing of an assortment of tobacco 
brands, ranging in price from 15 to 50 cents. Built of heavy foil, 
printed in bright colors, the unit is designed to induce “impulse” 
purchases. The incorporation of price and name tags as a part of 
the display itself makes selection of the product easy for the consumer 
and aids in price maintenance. Display manufactured by the Rey- 
nolds Metals Co., Inc. 


5. A corrugated shipping box with break-back display panel is 
being used by The Buxbaum Co. for its Magnus tire patches. The 
board liner is decorated in an all-over linen pattern which serves 
as background for the display decorations. The interior partition- 
ing consists of two scored and folded pieces which effectively hold 
the four different sizes of patch in place. Manufactured by The 
Hinde & Dauch Paper Co. 


6. Treating a delicate subject with a gracious restraint, this Nor- 
form counter display is equipped with shelves that provide room for 
two actual packages and space for an explanatory booklet. The 
sketches, in sepia monotone, by artist Hans Flato, form an effective 
complement to the beige and red of the packages and add to the 
general atmosphere of “‘ethical’ dignity. Display designed and 
lithographed by Einson-Freeman Co., Inc. 


7. A\life-size, full color vending device for Cannon sheets provides 
ample space for display of the product while occupying but a small 
area of floor space. The life-like naturalness of the “Cannon girl” 
and her ‘‘behind-the-counter’’ position invite inspection of the pack- 
ages of sheets placed on the sturdy base. Created and produced by 
Oberly & Newell Lithograph Corp. 
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8. A unique display for Seagram liquors is provided by this grand- 
father clock floor stand which incorporates an electric timepiece. 
The case holds eight Seagram bottles and is so designed that only this 
firm's containers will fit into it. Patented construction prevents their 
removal without dismantling the unit, thus eliminating pilferage. 
Manufactured by Rode & Brand. 
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9. Otto Seidner, Inc. has adopted a new floor display stand for the 
sale of its mayonnaise and sandwich spreads. The unit, in addition 
to providing an ample basket for jumble display, shows a pyramid of 
the bottled product in an aperture in the front panel. A detachable 
display panel is utilized, one side of which is used for advertising 
mayonnaise and the other side for sandwich spread. Designed and 
manufactured by Robert Gair Co., Inc. 


10. The old family album is replaced by a new Fotofolio, efectively 
presented to amateur photographers by a printed counter display 
unit which holds the device in open position so that the purchaser 
may readily see how the snapshots are held in place. The display 
folds flat for shipment. Manufactured by the Casco Paper Box Co. 


11. This dramatic counter unit, set upon an actual package of Merck 
Milk Sugar, tells its story ata glance. The focal point of the display 
is a healthy, happy baby whose mischievous toying with the balance 
of the scale draws the attention of the passer-by. The piece is so 
scored as to fit snugly over the can of milk sugar and provides space 
for price marking. Lithographed by Kindred, MacLean & Co., Inc. 





12. A two-color counter display for Sta-Brite tire-coating is being 
utilized by the Sta-Brite Industries, Inc. to present a free brush pro- 
motional offer. The base of the display is die-cut to hold the can of 
paint and the brush. The comic character set at the edge of the con- 
tainer calls attention to the message which cleverly connects the 
brush with the product. Display printed by Ma-Sun Press, Inc. 
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With this new wrapping machine you can change from one size pack- 
age to another in ten minutes flat—the change being made in all three 
dimensions of the package. All adjustments are made by handwheels 
conveniently located. 

Handles a wide range of sizes. Has a speed of at least 40 to 70 
packages per minute, depending on size and nature of package. 

Can be equipped to handle glassine, transparent cellulose, waxed 
paper, foil, or plain paper wrappers. Roll or sheet feed. 

ELECTRIC EYE may be provided for registration of printed ma- 
terials fed from a roll. 

Our FA type wrapping machines have met with wide favor, because 
of their comparatively low price, simplicity of operation, and extreme 
versatility. The new FA-Q models are a further step in advance. 

The Package Machinery Company, realizing the demand for versa- 
tility, has pioneered in adjustable wrapping machinery. During our 
25 years of experience, we have served hundreds of manufacturers in 
virtually every field of industry involving packaging. Our complete Both of these packages are wrapped on a 
facilities and wide knowledge of packaging problems can be of value _ single FA machine—illustrating its wide 
to you in securing the right package for your product. Consult us size range 
for lower costs and package improvement. e 























Write to our nearest office. 





PACKAGE MACHINERY COMPANY - Springfield, Mass. 


NEW YORK CHICAGO CLEVELAND LOS ANGELES 
Mexico, D. F.: Apartado 2303 Buenos Aires, Argentina: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING 
PRODUCTION 


MACHINERY AND 


EQUIPMENT 


HOW FOURTEEN LEADING 
FACTORIES SUPERVISE 
CHANGEOVERS 


SOME MANUFACTURERS ARE LUCKY ENOUGH 
to be able to utilize a given line of machinery, year after 
year, for the packaging of a single product in a single 
type and size of package. Many, however, must of ne- 
cessity make more or less frequent changeovers of 
machine parts to accommodate different products, or to 
adjust their lines to the handling of different sizes of 
package. For this latter group, package machinery 
manufacturers have for many years provided machines 
equipped with ‘‘change parts’’ and have gradually re- 
fined the process of changeover so that today it presents 
a far simpler problem than was the case with some 
machines in the past. 

None the less, in the large and busy plant, where over- 
head costs mount rapidly, if machines or operators are 
long held idle, the planning and carrying out of these 
changeovers present a number of management problems. 
With the generous cooperation of the production super- 
intendents of fourteen of the largest food and drug 
corporations, the Institute of Package Research has been 
able to gather much data on modes of procedure which 
may prove helpful to all packagers seeking to plan more 
efficient changeover methods. 

The men immediately responsible for the supervision 
of all production in each of these plants were asked to 
answer a series of questions regarding changeover which 
included the following: Who is in charge of this work? 
How is the work carried out? Is it timed? What time 
do typical operations take? What instructions are given 
to mechanics? What do the operators do while the 
change is being made? How are spare parts handled, 
stored, requisitioned? Do you use any forms or requisi- 
tion sheets or similar bookkeeping methods in conjunc- 
tion with the making of changeovers? 


Each has, however, included in his reply so much de- 
tailed data of interest to other engineers that any at- 
tempt to tabulate answers would confuse, rather than 
enlighten, the reader. Furthermore, in many cases the 
various responses made by an individual are so closely 
inter-related as to necessitate their presentation as a 
group. The detailed replies follow: 


BRISTOL-MYERS CoO. 


“Our production department is designed and laid out 
to provide a minimum necessity for changing over the 
packaging machines. Wherever we can economically 
provide a one-purpose, one-size machine for an operation, 
we do so. Due to the close cooperation between the 
sales and production ends of the business, we have been 
fortunate to be able to go far along these lines. Our 
first observation with regard to changeovers would 
therefore be to do away with them wherever possible. 

‘The second broad policy we try to follow is a produc- 
tion scheduling system which tries to foresee and provide 
for all the exigencies of the packaging department as 
well as the finished stock requirements. This scheduling 
is done by a committee consisting of representatives from 
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INSTITUTE OF 
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the production department as well as the finished stock 
and shipping department, which latter department 1s 
familiar with the stock requirements and future sales 
estimates. With this data on hand the committee is 
able to schedule production sixty days ahead in such a 
way as to provide a minimum number of changeoverts. 
“Our third general policy, and the one which should 
be of most interest to you in your article, is to give the 
operating mechanics as much time as possible to make 
the changeovers. If we can provide a blank space of 
two days on a production line which is convertible in 
three hours by a mechanic working under pressure, we 
do so, and we do not make a practice of rushing the 
mechanics. What is accomplished by this seemingly 
loose system is a much more thorough job, coupled with 
an opportunity for inspection, repair, cleaning and 
lubrication of otherwise inaccessible points on the 
equipment. The mechanics are required not only to 
change over their machines but also to thoroughly try 
them out from start to finish. They are even provided 
with operators when needed, so that several gross of 
packages can be run through the line to make sure 
everything is set up properly. The pay-off comes on 
the morning that the line is scheduled to start in regular 
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THE CARTER’S INK CO. 
L. W. Kendrick 


THE CROSSE & BLACKWELL CO. 
A. D. Kennedy 


THE KROGER GROCERY & BAKING 
CoO., L. B. Tepe 


LEHN & FINK PRODUCTS CORP. 
Dr. M. A. Dittmar 


McCORMICK & CoO., Inc. 
Wm. A. Karl 


MERCK & CoO., Inc. 


Stanley W. Burnham 
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H. T. Fogg 


THE NORWICH PHARMACAL CO. 
H. A. Sumner 


PACQUIN LABORATORIES CORP. 
D. J. Bradley 


STRONG COBB & CO., Inc. 
R. W. Hompe 


THE TRADE LABORATORIES, Inc. 
C. B. Brush 


THE UPJOHN CoO. 
W. F. Little 


Comments from other production 
engineers on points raised within 
this article will be welcomed and 
published in forthcoming issues of 
MODERN PACKAGING. 
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production. If everything does not start off perfectly 
when the whistle blows the mechanic hears about it. 

‘We are frank to admit that the foregoing is a reversal 
of the method we used a few years ago. Formerly the 
practice was to keep the mechanics in readiness for any- 
thing at any time. No one, much less the mechanics, 
knew from one day to the next what would be required 
of them. This placed a premium on the ‘hurry-up, 
anything to make it go, hair-pin and rubber band’ type 
of machine work. If it was known that a line could be 
changed over in 60 minutes, 60 minutes was all the time 
that was allowed. This surely kept everyone on their 
toes trying to outguess the production manager, but 
played havoc with our equipment, to say nothing of the 
production. I recall one instance vividly to illustrate. 
The regular mechanic on a line was out and one of his 
labelers would not work, and though there were several 
others on the floor familiar with that type of machine, 
none of them could make it work. Finally, in despera- 
tion, we sent for the missing mechanic who came in, 
took one look at the machine, placed a rubber band in a 
judicious location and away he went. 

‘The operating mechanics—there are eight of them— 
are responsible to a foreman whose responsibility is the 
maintenance and operation of the machines. There are 
about 130 machines in the department, which would 
average about 16 machines per man. Actually, they 
are not divided off this evenly because some lines are 
more difficult than others to maintain. 

‘Metal cabinets are provided handy to each line to 
accommodate spare parts. Forms, requisition sheets, 
etc., we do not use. 

“Production lines vary as to average time required to 
change over. Our Vitalis line, with a bottle cleaner, 
filler, capper, labeler, cartoner and case sealer, needs the 
better part of an eight-hour day to change between the 
two sizes handled. The Mum line handles two sizes on 
the labeler, filler and capper, after which it splits into 
separate cartoning, wrapping and bundling equipment. 
The three machines can be changed over, under pressure, 
in about one and a half hours, although, as I said above, 
we don't hold the mechanics to such hours. We usually 
take with a grain of salt the promises of machinery 
manufacturers as to required changeover time for the 
reasons already given.”’ 


MERCK & CO., INC. 


‘On an average production day, we will have between 
six and eight complete packaging units running. These 
are operations involving package filling, closing, label- 
ing, wrapping and packing. Each of these units may 
produce two or three different packages in a single day. 
To take charge of the work of changing, we have a 
machine supervisor and two assistants to do the work, 
cooperating with the machine operator. The work is 
not definitely timed, but a typical changeover would not 
occupy more than ten minutes, whereas in some cases the 
changes may be made in five minutes or may take as long 
as twenty minutes. 

‘The machine supervisor is (Continued on page 90) 








rf 


a fF 














If you have a carton pack- 
aging problem and are inter- 
ested in setting up and 
closing your cartons auto- 
matically and inexpensively, 
send it to us for recom- 
mendations. 


We offer our years of 
experience in solving many 
packaging problems and 
saving plants many thou- 
sands of dollars. 


CARTON PACKAGING EQUIPMENT available to 


handle production requirements ranging from 30 to 60 
cartons per minute. 


Perhaps you are finding your cellulose cost too high per 
package. If this is the case, ask us to send you complete 


information on our CELLULOSE SHEETING AND 
STACKING MACHINE which cuts rolls into sheets and 
enables you to obtain a saving up to 25% on your 
cellulose cost. 


We will be pleased to send you complete information 
on equipment to meet your requirements. 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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A-B. When the overlap is placed at the 
center of the package face, the end folds 
will have a symmetrical appearance. 
C. In contrast, an off-center overlap 
may produce this result. D. The wise 
label planner leaves the largest possible 
unprinted areas at the glue points. 
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GIVE YOUR WRAPPING MACHINE A CHANCE 


by GEORGE A. MOHLMAN* 


WILL THAT LABEL YOU HAVE JUST DESIGNED 
work as well on your wrapping machine as the ones you 
previously used? Or will it provoke a whole series of 
unexpected difficulties? 

Small—almost minute—differences in the design and 
planning of labels will sometimes be sufficient to elimi- 
nate expensive later difficulties. Often these troubles 
can be avoided if a little more thought is given to a new 
label, before ordering a supply of labels running, per- 
haps, into millions. 

So here we suggest a few of the points to check before 


- you can be reasonably sure that the label-wrap is right 


and fit for machine operation. 

First, check the size of your label. This should always 
be determined from the actual article to be wrapped. If 
the product is of a variable nature, sufficient length and 
width should be provided to anticipate the maximum 
and minimum sizes. 

Another very important consideration is the position 








* Vice president, Package Machinery Co. 
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Installation of § & S Carton Filling and Sealing Equipment, Niagara Macaroni Mfg. Co., Buffalo, N.Y. 


THE PROBLEM: To fill and seal packages containing 
macaroni that varied in shape and size from tiny 
pellets to tubular lengths up to two inches—and to 
accomplish this on one mechanical installation. 





THE SOLUTION: An S & S Carton Filler and Sealer. 
On this equipment the cartons are rapidly and effi- 
ciently bottom sealed, filled to correct weight and top 
sealed at speeds far beyond expectation. 


SUGGESTION: Consult S & S when your next packag- 
ing problem arises. 


FILLING MACHINERY — CARTON FILLING AND SEALING 
MACHINERY — TIGHT WRAPPING MACHINES — TRANS- 
WRAP CELLOPHANE PACKAGING MACHINES. SPEEDS 
TO SUIT YOUR NEEDS —15-30-60-120 PER MINUTE. 









STOK EXSayMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U.S. A. 
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E. Three different end folds produce the same final appearance from the varying sequences of tuck. 
It is essential to determine in advance the type of fold to be used, so that the unprinted portions of 


of overlap and its amount. Some machines are built to 
use a certain size of inside lap. In such cases, it is well to 
find out what this amount is, to avoid unnecessary ad- 
justments to label stops, etc. 

On other machines, not having this limitation, the 
laps can be positioned to suit. Often this position is 
standardized, so that the last lap will reach close to the 
edge of the package. This is generally the rule where a 
full panel is desired, on the side where lapping occurs, 
for printed matter. This method has certain disadvan- 
tages in that the appearance of the end folds will not be 
symmetrical. If symmetry is of paramount considera- 
tion, the overlap should be placed in the center por- 
tion of the article. 

There are also instances where the position of the over- 
lap should be determined from the shape of the article. 
Typical of this class are the various types of toilet soaps. 
If the longitudinal seam is to be glued, this central posi- 
tioning of the overlap is very important because it vitally 
affects the appearance of the finished package. If the 
overlap is not placed in the proper position, the glued 
seam will not be smooth, but will show wrinkles. 

When taking measurements for a label to be used on 
soap, this should always be done with a fresh sample just 
off the soap press. This is so because there is a consid- 
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the label may be planned for. 


erable shrinkage in soap which takes place within a 
relatively short time after pressing. It is for this reason 
that we make a standard practice of requesting soap 
samples to be carefully wrapped and completely sealed, 
by dipping in paraffin, to prevent shrinkage. The same 
or similar considerations would apply to any other prod- 
uct exhibiting similar properties. 

After the length of the label has been decided, an 
equally careful determination should be made of the 
proper width. The type of fold used on the machine 
has an important bearing in this matter. If the package 
has a square cross section, some folds will be found to be 
better than others. On soap labels, it is sometimes neces- 
sary to clip the corners of the label so that needle slits 
do not appear on the package, but are hidden underneath 
the end folds. This is almost certain to be necessary 
when the overlap is positioned near the edge of the bar of 
soap. Positioning of panels is naturally determined by 
the position of the label itself, in relation to the product, 
after application and printed matter can be located to 
suit the designer's taste, once the panel position has been 
definitely decided upon. 

In designing the panels of the label wraps, little 
thought is sometimes given to the choice of the best type 
of design. It is not sufficient that (Continued on page 116) 
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WHICH ACCURATELY 
LOCATES LABELS ON 


ROUND BOTTLES 


Until Pneumatic introduced its “SPOTTER” 
labeler, locating of labels on round bottles 
with raised lettering or designs was a hit or 


miss proposition. 


Pneumatic has developed an automatic me- 
thod of “registering” the bottles so that they 
must come to the label station in exactly 
the correct position, no matter how they en- 
ter the machine. An ingenious 
device, built into the labeler’s 


first station, rotates each bottle 





until it is in proper alignment, 


THIS TINY GLASS DOT, . 
moulded in the bottle, is the only then passes it on. Accurate ap- 


requirement necessary to insure 

eg . + > 1 ? Ni . e . 
accuracy with Pneumatic’s Spotter plication of one, two or three la- 
Labeler now being used to label 


ul i lein Cl Cock- P ‘ . 
9g Ag ap Cin, bels without hand spotting is thus 


Four Roses Whiskey, Bottoms Up . : 
Whiskey, et al. made possible—at speeds ranging 


from 50 to 65 per minute! 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York: Chicago; San Francisco: Los Angeles; Leeds, 


B 4 f UJ M ; T f England; Paris: Melbourne: Sydney, N.S. W.; Wellington; and Buenos Aires 


PACKAGING € BOTTLING EQUIPMENT SPOTTER LABELER 
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SUPERVISING CHANGEOVERS 


(Continued from page 84) 





provided with specifications, sample bottles, caps or 
other containers and labels. Our operations are so 
arranged that the greater portion of the changeover time 
is spent in clean-up work or other work on auxiliary 
equipment. In many cases we are able to leave one pro- 
duction table and start work immediately at the next 
without time loss. 

‘Spare parts for machines are kept in heavy hinged 
boxes, stencilled on the outside as to the contents and 
kept stored near the equipment. These are in charge of 
the machine supervisor. No forms or requisition sheets 
are used in conjunction with the making of changeovers. 

“Generally speaking, we believe that we lose less time 
on changeovers than is the case in many plants, because 
we have so many different types of products and packages 
to handle. Since it is not possible to run all of these on 
the same type of production line, we have only approxi- 
mately 80 per cent of our available lines running all the 
time. In many cases the machine adjustments necessary 
are so slight that they can be taken care of by the ma- 
chine operator without the assistance of the mechanic.”’ 


LEHN & FINK PRODUCTS CORP. 


‘We have found that the first and probably the most 
important factor in solving the problem of efficiently 
utilizing packaging equipment, with a minimum wast- 
age of human labor and material, lies in a proper planning 
and scheduling of all productive operations. This is 
such an obvious and necessary pre-requisite, that it al- 
most seems unnecessary to have to mention it. Yet if 
production planning and scheduling are carried out in a 
sloppy and incomplete fashion, machine changeovers 
are bound to increase. Lack of some packing material 
to complete a desired production, or running short of 
the bulk material being packaged, means a shorter than 
normal run which in turn results in more frequent ma- 
chine changeovers and increased cost in finished product. 

‘In our set-up we have three packaging departments, 
using automatic equipment exclusively. Each depart- 
ment has its own mechanic, whose major responsibility 
is to see that all equipment is maintained in good work- 
ing order. In addition, each department has its super- 
visor who sees that production schedules are carried out 
and quality maintained. 

“As a general thing, we are able to schedule the use of 
our automatic packaging units in such a fashion that we 
finish our planned production at the end of the working 
day. This leaves two possibilities as to changeovers. 
If the selfsame unit is to be used the next day, the me- 
chanic stays after hours to make the necessary adjust- 
ments, so that the equipment will be ready in the morn- 
ing. If, on the other hand, the packaging crew can be 
transferred to another unit on the following day—and 
this is generally the case—the machine adjustments can 
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be made by the mechanic during the following working 
day at his earliest convenience. This is possible in our 
case, where a certain degree of excess machine capacity is 
available and where the packaging crews have been 
trained to work at various types of equipment. 

“It may be of interest to note that if, through some 
abnormality—container, bottle or other packing ma- 
terial trouble—we find our production short at the end 
of the scheduled run, we do not attempt to complete the 
balance of the production order the next day by making 
a small run, but pick up production in the next planning. 

‘All machine parts involved in making changes are 
stored right in the respective packaging departments 
under the care of the department mechanic. No requi- 
sitions or any forms whatsoever are used in controlling 
them. Barring any abnormal situation, the time for 
making changeovers varies, depending on how many 
machines are in the packaging line and also on the type 
of product to be packaged afterward. A labeling ma- 
chine changeover takes from fifteen to twenty minutes, 
whereas a line set-up involving a filling, capping, label- 
ing, cartoning or bundling machine and case gluing ma- 
chine takes from two and a half to three and a half hours. 
(Changing equipment to handle a different size of same 
product.) Whenever a unit has been changed and put 
into operation, we have found that the mechanic has to 
give particular attention, during the first hour or two, to 
that unit, making small adjustments where necessary. 
As explained above, operators are never idle during a 
machine change. Even in the case of a machine break- 
down, transfer of productive labor to another unit can be 
quickly made, with a minimum loss of time.”’ 


THE NORWICH PHARMACAL CO. 


“We have operated on several different plans. We 
have made the department head and the machine opera- 
tors responsible for changeovers. This method has 
probably been the least satisfactory. We have tried 
using a department mechanic. This method is better 
than the first, but still far from too per cent effective. A 
few years ago we decided to place all responsibility for 
machine changeovers in our mechanical department. 
This method had certain points of superiority and was 
entirely unsatisfactory in other ways. We have gone 
the cycle in the past twenty years and we are about to 
again attempt to have this job done by the mechanical 
department. Conditions in our plant have changed 
materially since our previous attempt at this method, and 
we feel that we may now be able to make this plan work. 
We propose to put this work in charge of a first class 
mechanical engineer, a man who is familiar with all of 
the equipment and the work it is expected to do. 

‘One of the greatest difficulties in the changeover of 
packaging machinery is the variation in materials 
handled. There are always slight variations in con- 
tainers. Weather conditions have a tremendous effect 
upon the adhesive and paper used on labeling machines. 
These slight variations have caused many minor adjust- 
ments after a line is in operation. We feel, however, 
that more rigid control of the materials and conditions 
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Nothing like the CHAMPLAIN GRAVURE PRESS 
has ever before been offered in the history of gravure 
printing. 

At prices which compare with those asked for letter- 
press equipment, printers can now obtain an_ all- 
purpose gravure press designed to produce the finest 
type of commercial, specialty, and package printing at 
substantial savings in production costs. 

The new CHAMPLAIN GRAVURE PRESS is the most 
flexible rotary press ever built. It permits the use of 
a wide range of printing cylinder sizes, accommodating 
any ordinary size requirement of the printer. These 


CHAMBON CORPORATION 


A GRAVURE PRESS DESIGNED FOR PRINTERS 








Ask for Your Copy of 
Our New Catalog 


NEW CONCEPT 
OF GRAVURE PRINTING 


presses cover a complete range of form sizes from 
10 by 12 inches to as large as 40 by 42 inches. Printing 
cylinders can be changed in a matter of minutes. Plate 
make-ready is entirely eliminated, and set-up time is 
reduced to a minimum. 


Our new catalog describing the CHAMPLAIN 
GRAVURE PRESS is now available. It describes the 
outstanding features of the press which are of particular 
interest to printers. We shall be glad to send your 
copy on request, together with samples of work 
produced on CHAMPLAIN GRAVURE PRESSES. 
Send for it today. 


GARFIELD, NEW JERSEY 


Makers of CHAMBON and CHAMPLAIN Gravure, Letterpress, and Offset Printing Machines 
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will enable us to adhere to standard machine set-ups, 
provided these standard set-ups are worked out with 
sufficient care and attention to detail. We propose to 
provide mechanics with detailed written instructions. 

“Change parts for all of our machines are stored on a 
parts board adjacent to the machine. A proper space is 
provided on the board for each part and for each tool 
required. We find that this practice reduces the loss and 
breakage of extra parts and presents a much neater ap- 
pearance than the usual cupboard or shelf. Spare parts 
for all machines are carried in our mechanical stock de- 
partment and issued only upon written requisition. 

“Our mechanical department is provided with a 
schedule of changeovers one week in advance. Any 
changes that may be necessary in this schedule are an- 
nounced sufficiently in advance to permit the proper as- 
signment by the mechanical department. 

‘Finally, I wish to state that it is my opinion that the 
problem of changeover is not alone the problem of the 
production manager who is operating the machines, but 
it is also the problem of the machine designers, some of 
whom have already gone a long way toward relieving 
the many difficulties encountered.”’ 


THE UPJOHN CoO. 


“The procedure followed in machine packaging the 
wide variety of products which we manufacture has been 
greatly influenced by the batch method of manufacture, 
and by the rather high percentage of hand labor used in 
our packaging department. Our many products are 
packaged either partially or fully by hand or by semi- 
automatic machines, depending entirely upon the quan- 
tity of material to be packaged in any one batch or lot. 

‘Because of the fact that the quantities do vary over 
quite a wide range, it follows that we are confronted 
with the problem of making frequent machine change- 
overs. From our experience with this type of packaging, 
we have found that our requirements are best met by 
assigning one mechanic to a machine line or group of 
machine lines. This man is vested with the full responsi- 
bility for the set-up and satisfactory operation of the 
machines assigned to his care. Our men are fully in- 
structed in the proper adjustment, care and operation of 
each machine assigned to them. The mechanics are 
directly responsible to the packaging foreman. 

“*All equipment found necessary for changeovers on our 
various packaging lines is placed in the care of the 
mechanic in charge, and is stored in cabinets near the 
machines on which the changeover parts and spare parts 
are to be used. 

“We have made no attempt to control the time of 
changeovers or keep track of the effort involved. We 
have felt that this has not been necessary because, with 
the high percentage of hand packaging which we have 
in our packaging department, we have always been 
able to absorb the line operators’ time in hand packaging 
operations at such times as our machine lines were down 
for changeovers. Another reason we have not at- 
tempted to time our changeover and set-up operations is 
that our mechanics are carried as an item of indirect 
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labor, and changeover time is therefore not charged 
directly to the packaging order. Thus, the cost is ab- 
sorbed by all items packaged in one machine center as 
part of the line rate. 

‘Our only control of changeovers and machine set-ups 
is by the strict adherence to standard machine routines. 
Each packaging shop order which is entered in our 
packaging department specifies the routine to be used, 
and the routine in turn indicates the machine or ma- 
chines to be used and the set-up and speed of each ma- 
chine involved. A set of standard routine sheets is 
readily available at all times in loose-leaf binders. These 
binders are placed in handy locations in our packaging 
department so that our mechanics may have easy access 
to them at all times. 

‘We realize that as we increase the number of products 
to be packaged on machine lines there will be a steady 
decrease in the amount of hand packaging, which will 
have a direct influence on the time involved in change- 
overs and show a need for closer control of these change- 
overs. These conditions are being met as they arise by 
more attention to planning the work for each machine 
line so that when one line goes down for changeover 
the operators can be shifted to another line.”’ 


ABBOTT LABORATORIES 


“The changeovers on our equipment are made by a 
group of mechanics directly under the supervision of the 
head of our packaging department. These mechanics 
also make minor repairs on the equipment, but all work 
of importance, requiring machining, etc., is done by our 
regular maintenance department. 

‘‘A small clerical force in the office of the head of our 
packaging department handles the day-to-day scheduling 
of packaging operations. They receive their instruc- 
tions from a separate planning department, who co- 
ordinate the packaging and manufacturing schedules. 

‘The clerical force referred to above issues ‘set-up 
tickets’ to the mechanics in the packaging department, 
in advance of the time at which the changeover is to be 
made. These tickets show the production center or 
equipment involved, the name and size of the package 
to be produced, the standard time allowed for change- 
over, the rate per minute at which the line-up is to oper- 
ate under the new set-up, the standard length of time to 
make the proposed run, and time at which the change- 
over is to be made. Having completed the change, they 
report back the actual time involved, and from these 
figures the standard times allowed for the changeovers 
are kept up to date. We find that the time required to 
change one of our line-ups varies from one-half to three 
hours. The equipment involved is generally a filling 
machine, a labeling machine and a capping machine. 

‘The spare parts, etc., required for each line-up, are 
kept in a separate steel cabinet, located adjacent to the 
machinery involved. It is the responsibility of these 
mechanics in the packaging department to keep the 
spare parts, as well as the machines themselves, clean, 
lubricated and in good working order generally. 

“We charge the time which the mechanics take in 












THESE ARE THE MACHINES FOR PRODUCING 
CELLOPHANE BAGS AND ENVELOPES! 





‘Proved performance’”’ is the word 
for these Champion machines. 
Since 1904 F. L. Smithe has been 
blazing the way for the whole bag 
and envelope industry. Today we 
offer to enterprising manufacturers 
our Champion V. W. machine for 
making cellophane bags, and our 
Champion V. W.5S. for the manufac- 
ture of cellophane satchel-bottom 
bags . . . each the finest ever de- 





veloped for its purpose. 


- CHAMPION V.W.—for cellophane envel- 

opes. Handles all types of thin transparent 
materials. Operating from a roll, it cuts 
out chips to form the sides, seals, and 
bottom flaps; folds and glues the side flaps; 
severs the webs; folds and glues the bottom 
flaps. DELIVERS FINISHED ENVEL- 
OPES AT RATES FROM 9000 to 14000 
PER HOUR!! 










Jog |. Range: 
Blank length—414” to 1354” 
Folded width—134” to 10” 


@CHAMPION V. W.S.—for cellophane 
satchel-bottom bags. This machine has 
mechanism for making duplex webs, thumb 
cuts, reinforced bottoms and tabs. PRO- 
DUCES SATCHEL-BOTTOM BAGS AT 
RATES FROM 4800 to 5400 PER HOUR! 

Range of bags: 
Length—6)” to 15” 
Width—3” to 8144” 
Floor Area—2’ 5” x 7’ 
Motor Req. Drive 2 HP Pump—'¥ HP 


TIN TIE MACHINE—The ideal machine 
for tin ties for bags of every description. 
Machine feeds a strip of metal from a roll, 
wraps it with the roll-fed paper to form tin 
tie or metal flaps, and attaches them to 
envelopes or bags. 

Length of strips—234” to1214” 
Production—40 to 70 per min. 
Motor 34 HP 


Samples of work produced by these machines, and 
full information on sizes, costs, etc., will be gladly 
supplied. Just write. 


CHAMPION MACHINES 
Manufactured by 


F. L. SMITHE MACHINE CO., Ine. 


633 West 44th Street NEW YORK, N. Y., U. S. A. 
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making a changeover to the cost of the job for which 
the changeover is made. 

“Since all of our packaging is done in one department, 
and since there are many line-ups in operation, as well as 
a lot of miscellaneous table work, all going on at the 
same time, we find it quite easy to shift the operators to 
another job during the time of the changeover. The 
scheduling of the shifts of operators from one job to 
another is one of the duties of the clerical force in the 
office of the head of our packaging department. Except 
in emergencies, we find no occasion to allow the workers 
to stand around waiting for a change to be made. 

‘We might add that the mechanics referred to above 
are under the direct supervision of a foreman, who is re- 
sponsible to the packaging department head. It is his 
duty to make sure the changeovers are made as scheduled 
and to test each set-up personally before he approves the 
work done by his subordinates.”’ 


THE TRADE LABORATORIES, INC. 

‘We package shaving, dental and facial creams and 
many commercial preparations. Most of our creams are 
put up in tubes, although we do jar work as well. Pack- 
aging many private brands, as well as quite a few numbers 
of our own, necessitates changing tube sizes and formulas 
several times during the day. 

The manufacturing company is advised in advance, 
from time to time, the quantity and cream formula 
wanted, and arranges its work for delivery in the 
proper sequence. The changes on the filling machines, 
for tube size, average ten to twenty minutes and the 
formula changes half an hour to an hour. The mechanic 
is advised shortly before the end of a run and is on hand 
to take over the resetting of the machine for the new 
size. On the type of filling machines we use our parts 
are all interchangeable. If it is a change in diameter of 
the tube, the operator changes the cups on the machine 
and the mechanic resets for length of tube. This type of 
change takes such a short time that the girls packaging 
have just about enough time to finish off the one brand 
and get set with new cartons, etc., for the next run. 

“If it should be a complete changeover, involving 
change of formula and necessitating a washdown of the 
machine, then the whole crew is shifted to another set of 
equipment which is always ready to run. This equip- 
ment is run while the changes are being made, so that 
practically no time is lost by our operating department 
due to changeovers. 

“The extra operating equipment, such as cups and 
nozzles for the filling machines, are kept by the machine 
operators in one place. When a new set is taken out, 
the one just in use is returned. The spare parts for the 

nachines, such as cams, springs, washers, etc., are kept in 
reserve by the mechanical department. 

‘The forelady is in charge of all our finishing opera- 
tions. We try to eliminate all unnecessary work and do 
not find any advantage in issuing written requisitions for 
our changeovers. We do keepa daily record of the quan- 
tity and tube sizes run on each of our six filling machines.”’ 
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STRONG COBB & CO., INC. 


‘Our business is strictly private formula and there is 
no uniformity in the length of runs we are called upon 
to make. A number of our runs are small enough so 
that it does not pay to set up machinery to get them out. 
These we put aside on tables where practically all opera- 
tions are done by hand. 

‘On the lines on which larger runs are made, we try 
to plan the job so that it finishes at the end of the day. 
When this can be done, the mechanics either make the 
changeover at night or early in the morning before the 
packaging department starts work. In some cases 
where this is impossible, we have been able to have the 
changeover come at noon and the mechanics make the 
changeover while the girls are eating their lunch. 

‘When neither of these two schedules is possible, we 
usually plan to have a job available that will ordinarily 
be run on the hand operation tables to give the girls who 
work on the line that is being changed over, and do not 
start the new job on that line until these girls have 
finished the fill-in hand operation job. 

‘The mechanics making changes are members of the 
packaging department personnel and spend all of their 
time either on repair work or in changing machines in 
this department. The parts for these changeovers are 
stored in this department and are not handled on requi- 
sition—neither is there any bookkeeping in connection 
with the changeover. The parts are listed according to 
cap size, bottle size, label size, etc., and the changeover 
is made by the mechanic from the actual job card on 
which job specifications are listed.”’ 


PACQUIN LABORATORIES CORP. 


‘Production engineer is in charge of making change- 
overs. Production figures are submitted at the begin- 
ning of the month by the planning and production de- 
partment to take care of the current month's production. 

‘Immediately upon completion of the run of a certain 
size package, the changeover is made for the next size 
to be run as planned. Changeover is timed and must fit 
into the planned production schedule. Mechanics are 
given written instructions in plenty of time for them to 
line up all required tools and parts for the change. 

‘Spare parts are numbered and tagged for the machines 
to which they belong and separate sections of the store- 
room are allotted to each machine. Requisitioning of 
these parts is handled through the engineer in charge. 

“Schedule is so arranged that during a changeover the 
operators are transferred to other planned work which is 
available for them.” 


THE CROSSE & BLACKWELL CO. 


‘First (with very infrequent exceptions due to emer- 
gencies) our changeovers are not made during the work- 
ing day. The production schedule is so arranged that 
changes can be made either at the finish of work in the 
evening, on Saturdays, or, in the case of minor changes, 
during the lunch period. The work is under the super- 
vision of the chief engineer, who receives a copy of the 
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Time marches on! 


@ Leading the parade now, as through the 
years, is Kiefer Filling and Packaging 
Equipment. More speed! More 
etficiency! 








@ How strikingly pictures tell the story! 
An “up to-date’’ bottling plant of the 
“Gay Nineties.’ On the right is shown 
the earliest mechanical means of filling: 
The machine was developed by Karl 
Kiefer for Rheinstrom Bros., Cincinnati. 


Have we advanced? 


The outstanding machine of 1938-——amaz- 
ing in its spoeed—untfailing in its precision 

majestic in its appearance. A producer 
that turns out a steady stream of bottles 
filled to hair-line accuracy. 


There are many other Kiefer Units, too 
full automatic—also semi-automatic—for 
cleaning, filling, closing and conveying 


Let us show you how ag : 
Kiefer Equipment will bottles—jars—tins. 


help you. 


THE KARL KIEFER MACHINE co. 


CHICAGQ 


NEW YORK 
SOSTON CINCINNATI, U.S.A. SAN FRANCISCO 


LONDON, ENGLAND 
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weekly production schedule and is governed accordingly. 
The actual changeover is usually made by a maintenance 
man especially assigned to the department in question. 
The older and more highly skilled of these are on a 
weekly salary basis, which obviates the necessity for 
timing. In other cases, the time assigned is based on 
previous experience and serious overage investigated. 
‘Spare parts are stored in racks or bins in the depart- 
ment and the maintenance men who make the changes 
are responsible for same. No written forms are used.”’ 


THE KROGER GROCERY & BAKING CO. 


“Our methods of changeovers practically embrace 
every possible combination of circumstances. 

‘The foreman of the particular department involved is 
in charge of the work. In departments where we have 
automatic machinery, the maintenance department is 
notified, usually from three to four hours ahead of time, 
so that a mechanic will be available. 

‘Where the equipment is simple in construction, no 
mechanic is required and the operator makes the change 
in a maximum of fifteen minutes, depending upon the 
degree of the change. The time consumed with our 
most highly automatic lines, as a rule, does not exceed 
thirty minutes. This refers to fillers, cappers, labelers, 
etc. Box making machinery and lining equipment 
usually require from five to six hours for two men. 

‘Where changeovers do not take over fifteen to thirty 
minutes, the balance of the line is usually engaged in 
cleaning-up operations from the previous run or at times 
help the operator in making the change. 

‘Spare parts for changeovers are carried in steel cabi- 
nets in the department where the spare parts belong. It 
is not, therefore, necessary to requisition these. The 
only record made of the changeovers is made on the 
supervisor's time-sheet and this, of course, is taken into 
account when figuring out the efficiency of the depart- 
ment. All our operations are time studied, as likewise 
the time required for changeovers.”’ 


NATIONAL BISCUIT CO. 


“We make very few major changes in packaging equip- 
ment for different products. We do have a few adjust- 
able wrapping machines for different size packages 
which can be changed in a few minutes, and these 
changes are made by the regular maintenance mechanics. 
Spare parts are stored at the most convenient point, 
usually near where the machines are located. Where 
practical, machines are marked in such a way as to 
indicate the proper settings for different size packages. 
Changes from one size package to another are not usually 
responsible for any loss in production because they are 
made for different products and there is always a little 
intermission for changing from one variety to another 
in the baking department.’ 


McCORMICK & CO., INC. 

“Under our multiple management plan the production 
control department keeps an accurate check-up on the 
condition of our finished stock, and in accordance with 
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sales demands, seasons and special dealers, production 
orders are made up by this department for the various 
items of our manufacture three or four weeks in advance 
of their actual requirements. Representative quantities 
are scheduled to justify the changeover. The factory 
executive is then given the production order to okay and 
if it meets with his approval, he definitely decides the 
line number and the day and hour that each item will be 
scheduled. This approval is returned to the production 
department and they in turn deliver a copy of the order to 
the master mechanic, and it is the master mechanic’s job 
to see that the line is changed over in time to meet the 
appointed schedule. A standard time has been set for 
the changeover on different packaging lines and the 
master mechanic sees that the machinist follows this 
schedule. There may be slight variations at times, due 
to conditions beyond our control, but standards are fairly 
well maintained. While the lines are being changed 
over, it is the job of the factory executive to re-assign 
the operators to other packaging line assemblies or have 
them work on hand work, which has been pre-scheduled, 
in order to eliminate lost motion. 

‘‘We keep a minimum stock of spare parts for all of our 
automatic packaging machinery stored in a centralized 
stock room and these are requisitioned out through the 
superintendent's office when needed. 

‘The machinists making the changeover on the auto- 
matic lines are furnished with a time sheet, which is re- 
turned to the superintendent's office and in turn checked 
with the standard set-up time for the specific change- 
over. A charge is then made from the time sheet to the 
respective operating departments and the mechanical 
department is credited for this time. 

‘The method outlined has proved very effective and 
economical, enabling us to operate smoothly and effec- 
tively throughout the year.”’ 


THE CARTER’S INK Co. 


‘We have at all times sufficient hand work going 
through to supply operators with work during change- 
over and adequate machine capacity. A changeover 
takes from fifteen minutes, for a washout from one color 
of ink to another, to two hours where filler, capper and 
labeler are completely changed over to another size of 
cap, bottle and label with a change of contents. 

‘The set-up men are under the mechanical superin- 
tendent, but changeover is under the direction of the 
department foreman. It is not timed, nor are detailed 
instructions given the mechanics, as they are reasonably 
competent, due to specialization in this work. 

‘Change parts are centralized in a locked cage with the 
head set-up man responsible for them. 

‘‘No bookkeeping or requisitions are used, but set-up 
time is watched, along with other delay factors, with the 
help of an instrument in the superintendent's office, 
which records actual working time of the bottling lines 
as well as machines in other divisions. Daily reports as 
to causes of production delay are posted on this unbiased 
chart and an accounting for abnormal delays required of 
the person responsible.”’ 





























PACKOMATIC CARTON FORMING MACHINE 


MAKES _ 125 TO 200 CARTONS PER MINUTE. 


3 H.P. DRIVE MOTOR, 


REQUIRES ONLY 4 FT. 6” WIDE BY 14 FT. LONG TOTAL FLOOR SPACE, 


SOME OF OUR CUSTOMERS SAVE AS MUCH 


AS *1% PER THOUSAND CARTONS 


The Packomatic Carton Forming or Shell Making 
Machine offers a substantial saving to the packer of 
tight wrapped packages. The chip board can be 
secured in any quantity 7" size rolls desired Sa 
shells made on a tonnage basis, in your own plant. 
The chip board is fed from the roll | automatically, 
cut, scored, folded and glued, and the shells de- 
livered in a knocked-down form. Only one opera- 
tor is required. 


Packomatic Packaging Machinery is “the tops” in 
many leading industries. Manufacturers of food 
and allied lines have found in Packomatic machinery 
the most sanitary and efficient method of packing 
their products. The goods are handled at a cost 
substantially lower than under old methods. It 
will pay you to get all the details, and see why 
many of the largest manufacturers have come to 
Packomatic with their problems. 


ALL INQUIRIES TREATED CONFIDENTIALLY. OUR ENGINEERS WILL GLADLY CONFER 
WITH YOU AT ANY TIME, NO OBLIGATION. 


A FEW USERS WHO MAKE 
THEIR OWN CARTONS 


THE QUAKER OATS CO 


come, TRINGKOIMIANTIIIC 


IGLEHEART BROTHERS, INC. 

NATIONAL OATS CO. 

NORTHERN ILLINOIS CEREAL 
COMPANY 


THE JOHN B. CANEPA CO. 


THE HINDE & DAUCH PAPER 
COMPANY 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


District Representatives 


NEW YORK CLEVELAND ST. LOUIS LOS ANGELES 
BOSTON 


STANDARD BRANDS CORP. CHICAGO 





CAN PACKAGING 
PAY A PROFIT? 





NVER 


DE 
SAN FRANCISCO SEATTLE NEW ORLEANS 
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NEW FIBRE OIL CONTAINER 


A new type of fibre container, designed for use in the 
packaging of automotive oils and claimed to offer strong 
protection against bootlegging of oil, has been an- 
nounced by the Midland Container Corp. The container, 
offered on the market under the trade name Midcon, has 
been admitted for classification by the Freight Clas- 
sification Committee. 

The Midcon container is constructed of several thick- 
nesses of specially manufactured, prepared and treated 
paper, convolutely wound into a laminated tube which, 
it is claimed, provides assurance against seepage and 
leakage of the oil through the walls of the container. 
According to the manufacturers, the chemicals used in 
the treatment of the paper are in no way injurious to the 
oil itself and no chemical action or change has been 
found in any oil placed in these containers. The proc- 
essing of this paper and the method of manufacturing 
the container, the company reports, are fully covered by 


several patents. 


New Midcon fibre 


oil container. 





During the process of manufacturing the fibre portion 
of the container, a groove is created a short distance from 
either end of the container. When the metal ends are at- 
tached to the cylinder, they lock into these grooves. 
Thus any attempt to re-use the container by cutting 
away the punctured end of a used cylinder would be de- 
feated, it is claimed, by the absence of such a groove on 
the remaining portion of the container. 

It is further claimed that it is almost impossible to re- 
move the top or bottom of a Midcon container without 
fracturing the ends of the container and that once these 
are fractured or cut off, no top or bottom can again be 
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MACHINERY METHODS AND SUPPLIES 


successfully applied as the rigidity and hardness of the 
fibre walls are such that they do not permit a new end 
being rolled upon them. According to the company, ex- 
tensive tests have been made by its engineers in an at- 
tempt to re-seal these containers, but no machine they 
have yet seen will successfully accomplish this purpose. 

Midcon containers, the company states, may be filled 
with standard types of filling machines by making slight 
changes to adapt them to the size of the container. The 
units are of a different appearance than the quart can now 
in general use, being 3 in. in diameter and 10 in. high. 

The ends have been specially designed to allow for the 
‘oil hammer’’ experienced in the shipping of oil in con- 
tainers. The specially designed concave shape of the 
Midcon container tends, it is claimed, to prevent this 
action and supply added strength to the container. 

The outer label of the container is treated with a Bake- 
lite lacquer which, the company claims, makes it com- 
pletely water resistant. 


A CORRECTION 


In the April issue of MopeRN PackaGiNG, the complete 
machinery installation at the Leslie Salt Co., Alvarado, 
Calif., was erroneously credited to the J. L. Ferguson 
Co. The following is the correct credit listing: Fibre 
can neckers by Leslie Salt Co. Shrinkers by J. L. Fer- 
guson Co. Can gluers by J. L. Ferguson Co. Caser by 
Standard-Knapp Corp. Case sealer by Standard-Knapp 
Corp. Runways by Leslie Salt Co. Automatic fillers 
by J. L. Ferguson Co. Conveyors by Mailler Searles, 
Inc. Labelers by Burt Machine Co. 


AUTOMATIC BAG 
CLOSING MACHINE 


A new completely automatic machine for closing filled 
tin tie paper bags has been placed on the market by the 
Bag Closing Machine Corp. The unit accepts the filled 
bags at a conveyor intake station, shakes, settles and 
shapes contents to position for firm square closing. It 
then tucks, folds and creases the top and turns in the 
closure tabs down under the creased folds, thus closing 
the flattened folds securely. Completed packages are 
discharged to a packing shelf on the machine, at the 
same rate that the filled bags enter the intake conveyor. 
An output as high as 30 packages per minute is claimed 
by the manufacturer. 
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Whom Do These 


SUPERLATIVES Fool? 


The true worth of a glue or paste can not 
be measured in mere words. We believe 
that one noteworthy performance speaks 
more than ten thousand meaningless 
claims. 


National ADHESIVES CORPORATION 


NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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New automatic bag closing unit. 


Safety devices on the machine automatically prevent 
incoming bags from entering the folding and closing 
mechanisms until the preceding bags have been advanced 
to their proper stations. Operation is constant and 
the rate of output is governed automatically by the rate 
at which filled bags enter the machine. 

The unit is equipped with roller casters and may be 
used as a portable machine anywhere within the reach 
of a power socket for its !/; h.p. motor, which is built 
integral with the machine itself. The three closing 
stations are so mounted that one adjustment lowers or 
raises all three to meet variations in bag height. No 
operator is required, the unit being completely auto- 
matic in operation. 


SCORING DEVICE FOR SAMPLE CARTONS 


The Craftsmen Equipment Corp., Elkhart, Ind., is mar- 
keting the E-Z scoring machine, a new device for use in 
scoring carton-board in the preparation of sample car- 
tons and for similar applications. The machine is 
equipped with interchangeable scoring and cutting tools 
and with two, three and four point rules, permitting the 
attainment of any desired score or cut over any given area 
ot carton-board. Cuts may be made horizontally or 
vertically on the board or in any desired angle. The 
unit is equipped with an electric light, so placed as to 
fully illuminate the work points at all times. The de- 
vice may be set on any convenient work table. 





Sample carton scoring machine. 
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HEAVY DUTY WRAPPING MACHINE 


The Miller Wrapping & Sealing Machine Co. has an- 
nounced the development of a new heavy duty wrapping 
machine which, it is claimed, retains the flexibility and 
quick adjustability of the smaller standard Miller 
wrapper. In addition, however, the new machine has 
been made heavier and stronger to meet the needs of 
those manufacturers who require strenuous service, over 
long periods of time, from a machine of this sort. The 
machine is mounted on rollers for mobility and is 
equipped with a 1/¢ or 1/; hp. motor; can be attached to 
an ordinary light socket connection, without using a 
special or power line. 

Glue sealing attachments can be had as optional 
equipment, as can a cut-off control device for cutting 
printed wrappers from the roll. The machine is designed 
for use with transparent wraps of all types, waxed 
papers, waxed foils, kraft and similar papers. 





Heavy duty Miller wrapper. 


VARIABLE SPEED CONTROL 


Reeves Pulley Co. has announced a new type of auto- 
matic and remote control for use with the Vari-Speed 
Motodrive of its manufacture. The Motodrive is a speed 
control unit combining a driving motor, a variable speed 
mechanism and reduction gears (where required). The 
new control, known as a Fluid Pressure Control, is avail- 
able for all five types of Motodrive. 

The control consists of a bellows shifting mechanism 
mounted on the Motodrive, an adjustable pressure re- 
ducing valve located where desired, auxiliary valves 
and connecting pipes. Fluid pressure is transmitted by 
means of oil, water, steam, gas or air by a valve, through 
piping, to the bellows shifting mechanism. This in 
turn operates to increase or decrease speed on the Moto- 
drive and hence on the driven machine. The mechan- 
ism, it is claimed, is compact and is mounted on the 
Motodrive in place of regular manual hand wheel control. 

Speed changes, it is claimed, are smooth and gradual 
over the entire range of the unit and speed settings may 
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Production Profits— 


* And profits earned by lowered operating costs 
go on year after year, independent of sales effort! 








¢: Take a good slice from your 
_- factory costs—for dividends— 
and get better labeling, too! 
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It’s no trick at all to show savings in 
labeling—and to get better labeling as 
well, with Pony Labelrites. . . . Put the 
average girl on the handfeed unit and 
watch your production flow with the 
pleasant (if monotonous) regularity of an 
ocean liner’s pistons. Fool-proof—self- 
cleaning, accurate labeling free from 
excess glue, hence, free from the need for 
wiping. 



















When you lower your cost 


and improve your product- 
It’s proof positive that the 
thinking man on the inside can 


be a “‘profit-maker” too. As 
for obvious advantages, the 


P 
Lobelsite 


Assures: 


@ PERFECT REGISTER 
@ NO WIPING OF CONTAINERS 
@ PETTY-CASH COST OF CHANGE PARTS @ Send for fully descriptive catalog 
@ NO BLISTERS OR LOOSE EDGES of this money-saving unit——> 
@ FULL LABEL GLUING 


NEW JERSEY MACHINE CORPORATION 





' 1600 Willow Ave., HOBOKEN, N. J. Chicago Office: 549 W. Washington Blvd: 
4 Sales Representatives for your convenience in: 
SAN FRANCISCO SALT LAKE CITY ROCK ISLAND ST. PAUL 
LOS ANGELES DENVER OKLAHOMA CITY CINCINNATI 
SEATTLE OMAHA ST. LOUIS TORONTO, ONT., CANADA 
PORTLAND DES MOINES MINNEAPOLIS LONDON, ENGLAND 
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Reeves fluid pressure speed control. 


be maintained, accurately and positively, as long as de- 
sired. While the control is said to be very sensitive and 
responsive to slight changes in pressure, the amount of 
pressure required varies with the size of Motodrive. On 
the largest unit it ranges from 5 lbs. per sq. in. (to start 
shifting the Motodrive from minimum speed) to 30 lbs. 
(to attain maximum speed). Pressure gauges may be 
used to indicate relative speed of the Motodrive. 


ROLL LEAF STAMPING PRESS 


A new stamping press, designed for roll leaf stamping 
and embossing on regular and irregular shaped articles, 
has been developed by the Peerless Roll Leaf Co., Inc., 
Union City, N. J. Known as Model HB-2X, this press 
is equipped with a criss-cross feed which allows the roll 
leaf to be fed from front to back and from side to side 
simultaneously. As many as four different colors of leaf 


can be applied in the same operation, it is claimed. 


Peerless roll leaf, stamp- 
ing embossing and 
scoring press. 





PACKAGE WRAPPING MACHINE 


Hayssen Manufacturing Co. has developed and is market- 
ing a machine for the wrapping of rectangular packages 
which, it is claimed, provides unusual accommodation 
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for a wide range of sizes and products and requires a 
minimum of factory floor space. The machine finds ap- 
plication in conjunction with cellophane, wax papers 
and other heat sealing wrappers. The unit requires a 
single operator and has a capacity of up to 1800 wrapped 
packages per hour. A photo-electric cell unit is utilized 
to provide registration on printed wraps. 





Hayssen heat sealing wrapper. 


BAKELITE ACETATE PLASTICS 


A series of cellulose acetate thermoplastic molding com- 
pounds for use in both injection and compression mold- 
ing is now being manufactured by the Bakelite Corp. 
The materials are available in a wide range of colors and 
in transparent, translucent and opaque forms. The 
company continues to manufacture Bakelite phenolic 
resins and the urea materials introduced some time ago. 


HEAT SEALING IRON 


A new package sealing iron, equipped with automatic 
temperature control, for the sealing of containers, wraps 
and bags, has been announced by the Wells Manufactur- 
ing Co. Known as the Thermosealer, the device is so 
constructed that the temperature of the iron may be ad- 
justed to the correct sealing temperature for each ma- 
terial and adjusted to the most efficient working speed 
of the operator. 

The current supply for the unit may be left on when the 
device is not in use, it is claimed, as the control auto- 
matically prevents overheating. A wooden handle is 
provided when used as a hand sealer but this is removable 
when it is desired to mount the unit on special wrapping 
machines or sealing devices. 


Thermosealer pack 
age sealing iron. 
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THE SIMPLIFIED “NATIONAL"’ 
SCOTT NET WEIGHER 























































This gravity machine requires no power and will 
weigh net any free flowing material, such as 
bean or steel cut coffee, corn meal, rice, sugar, 
tapioca, etc. With the addition of Feeders, 
which we manufacture, it will also weigh certain 


non-free-flowing materials, such as tea, soap 





flakes, whole spice, ete. This Model G. E. which 
has a capacity of 14 lb. to 3 Ibs. can be furnished 
in the popular tripod or pipe mounting, and will 
weigh more accurately than any Weigher we 
know of at a speed of 25 to 35 per minute. By 
simplifying the machine—without sacrifice of 


accuracy—we have been able to make a big 





Model G. E. Scale reduction in price. 


OTHER MACHINES WE MANUFACTURE 


Carton Forming Machines Cellulose Film and Wax Wrapping Machines Top Sealing Machines 
Bottom Sealing Machines Collapsing Machines Paper Box Forming Machines 
Lining Making Machines Cartoning Machines Net Weighing Machines 
Gross Weighing Machines Combined Sealing Machines Taping Machines 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


‘ OWNING AND OPERATING 

F NATIONAL PACKAGING MACHINERY CO. 
‘ 459 Watertown Street, Newtonville, Mass. 

d Branch Offices 


NEW YORK . CLEVELAND . CHICAGO . LOS ANGELES . LONDON. ENGI 
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NEWS ¢ NOTES ¢ TRENDS 





THE AMERICAN COATING MILLS, INC., Elkhart, 
Ind., announces the appointment of Walter E. Elliott as 
advertising manager. Mr. Elliott formerly served in the 
same capacity with the Gardner-Richardson Co. 


CONTAINER CORPORATION OF AMERICA,, Chi- 
cago, Ill., has announced the appointment of Albin P. 
Dearing as director of public relations. Mr. Dearing was 
formerly associated with N. W. Ayer & Son, Inc., and 
with the Ford Motor Co. 


SYLVANIA INDUSTRIAL CORP., New York, has made 
a distributing arrangement with Mundet Cork Corp., 
Brooklyn, N. Y., for Sylphseal Bands of all types. For 
the present Mundet’s operations in Sylphseal Bands will 
cover the United States, excepting the Pacific Coast. 
Sylvania Industrial Corp. will continue the sale of these 
bands through its own organization as heretofore. 


LIBBEY GLASS CO., Toledo, Ohio, announces that 
largely because of the boom in the tumbler business 
brought about by the advent of Snow White and the 
Seven Dwarfs, construction of the new 135,000-sq. ft. 
addition to its plant has been accelerated and the entire 
structure will be completed prior to June 1. The unit, 
four stories in height, is distinguished by continuous 
bands of glass block and ventilating sash. 


CONTINENTAL COLOR CORP., Cleveland, has com- 
pleted negotiations for shifting its plant to Cincinnati, 
where manufacturing operations will be carried on at 
the Ault & Wiborg factory in that city. Sales offices 
will remain in Cleveland and all merchandising efforts 
will be directed from there. 

The Continental process is being used by container 
manufacturers to decorate jute, chipboard, kraft and 
other papers. The present move will coordinate re- 
search and manufacturing activities with those of Ault 
& Wiborg Corp., makers of industrial finishes and color 
coatings. 

Continental will continue to manufacture materials 
and equipment, but will do no actual decorating work. 
The process is sold to container companies on a license 
arrangement. 


ROBERT GAIR COMPANY, INC., New York, N. Y., 
announces the following appointments: <A. J. Slade, 
sales manager of folding carton divisions; W. R. Cal- 
laghan, sales manager of Eastern folding carton divisions; 
H. J. McPhilliamy, sales manager, shipping container 
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divisions; E. K. Mansfield, consultant to engineering 
department; John Warner, chief engineer. 


THE MEYERCORD CO., manufacturers of decalcomania 
transfers, has moved its general offices to its newly 
erected administration building at 5323 West Lake St., 
Chicago, Ill., directly across the street from the com- 
pany’s factory. 


KALAMAZOO VEGETABLE PARCHMENT CO., Kal- 
amazoo, Mich., has just placed into production a newly 
installed paper machine representing an investment, it is 
claimed, of approximately $1,000,000, for the produc- 
tion of waxing stock and other types of wrapping ma- 
terials. The machine was especially designed for the 
production of light weight papers, particularly for stocks 
going into bread wrappers, carton sealing papers, etc. 





J. Kindleberger, chairman of the board of the Kalamazoo 
Vegetable Parchment Co., inspects the new million-dollar 
paper machine installed at the company’s No. 3 mill. 


NEW JERSEY MACHINE CORP., Hoboken, N. J., 
manufacturers of labeling machines, announces the fol- 
lowing appointments as sales representatives: E. J. 
Neuman at Denver, Colo.; S. Riekes & Sons at Omaha, 
Oklahoma City, Des Moines and Rock Island; Martin 
O. Tiemann, St. Louis, Mo.; The McClain Co. at 
Minneapolis and St. Paul, Minn.; The Williams Sales 
Company at Cincinnati and The L. H. Butcher Co. at 
San Francisco, Los Angeles, Salt Lake City, Seattle and 
Portland. R. S. Gold, of Toronto, has been appointed 
Canadian representative. 

The company still maintains its own sales offices at 
Hoboken, N. J., and Chicago, Ill. 
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FREYDBERG BROS. INC., New York, N. Y., announce 
that they have been appointed converters of Pliofilm, a 
transparent film manufactured by Goodyear Tire & 
Rubber Co., for the making of ribbons, cords and tapes. 


THE HORIX MANUFACTURING CO., Pittsburgh, 
Pa., announces the appointment of R. L. Rogers, Jr., as 
sales and service representative in St. Louis, Mo., with 
offices in the Title Guaranty Building. Mr. Rogers 
also represents the Consolidated Packaging Machinery 
Corp., Buffalo, N. Y. 


THOMAS N. FAIRBANKS COMPANY, INC., an- 
nounces the installation of a display room in its New 
York offices, 373 Fourth Ave., for the display and dem- 
onstration of its line of box and decorative papers, 
including a new line of actual wood veneers for fine box 
and display use. 


H. W. PRENTIS, JR., president of the Armstrong Cork 
Co., Lancaster, Pa., announces the company’s plan to 
purchase the Whitall Tatum Co. of Millville and Key- 
port, N. J. The purchase, expected to be consummated 
on June 20, will enable Armstrong's closure division to 
offer a complete glass packaging service, as well as crown 
and cap type closures. 


EDWARD C. RAUCH, president of the Consolidated 
Paper Co., Monroe, Mich., died April 12, at the age of 
78. A pioneer in paper board manufacture, Mr. Rauch 
developed the paper board industry in Monroe when, in 
1897, he began the manufacture of binders board. The 
business grew rapidly, moving to new and increasingly 
large plants in 1899, 1902 and on several occasions since. 
The company expanded from the manufacture of binders 
board to the making of lighter fibre board and thence to 
the fabrication of folding paper boxes and corrugated 
and solid fibre shipping containers. 


THE AMERICAN CAN CO. has announced a contest for 
retailers handling beer, with a total of $100,000 in prizes. 
The competition is designed to secure a maximum num- 
ber of displays of the various brands of beer packed in the 
company’s cans and to establish among dealers the habit 
of asking consumers ‘‘Will you have it in cans?’’ when 
they make a purchase of packaged beer. 

The contest is very simple in operation insofar as the 
dealer is concerned. So-called ‘‘roving reporters’’ will 
visit restaurants, taverns, groceries and drug stores and 
seek to purchase beer or ale. The asking of the question 
“Will you have it in cans?”’ by grocer or clerk will qualify 
the shop as an entrant in the contest. The reporter will 
then photograph the shop's display of beer cans and these 
photographs will be submitted to a board of judges. 
Five thousand of the total number of photographs con- 
sidered by the judges will be selected for prizes ranging 
from $7500 in cash, downward. 

The contest started April 15 and will continue until 
August 15 of this year. All details of operation are being 
handled by National Tie-Ins, Inc., in conjunction with 
the Marketing Division of American Can Co. 

















Announcing 
The NEW 
HEAVY DUTY 

MILLER WRAPPING MACHINE 





Heavier built 
Quieter running 


Simpler to operate 


Now there’s a new Miller. . . still un- 
rivaled for flexibility, but heavier built, 
quieter running, and even simpler to 
operate. 


Speedy, stingy with space and paper, 
the new Heavy-Duty Miller brings you 
the tough, versatile, quick-change wrap- 
ping machine you've been looking for. 


Note: Can be furnished for heat or glue sealing, 
printed or plain wrappers. 


PROFIT by writing ! 






WRAPPING & SEALING MACHINE CO. : 
14 So. Clinton St. CHICAGO 
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FLAGGING THE PASSING DOLLARS 


(Continued from page 76) 





Because General Electric has such an extensive publi- 
cation advertising program each year, it is felt that every 
effort possible should be made to have display advertising 
definitely tie-in with magazine advertising or vice versa. 
Such a policy makes all advertising more effective and 
means added sales effectiveness for the store displays. 

By tying together its magazine and display advertis- 
ing, General Electric makes possible its ‘Sales Increasing 
Three Point Program’’ which definitely ties together 
Advertising p/us Display p/us Merchandising. 

So to start the ball rolling, representatives from G-E’s 
advertising agencies, from G-E’s three lithographers 
(each of whom has been working on G-E displays for 
from 15 to 25 years) and G-E people usually get together 
to discuss this tentative program. 

These display specialists are asked to go back to their 
planning rooms—to their drawing boards—and work up 
rough sketches of the ideas discussed. For at this point 
it is wished to determine which ideas could best be ap- 
plied to display services. 

The display service begins to take form when hundreds 
of these preliminary ‘“‘rough-outs’’ are brought in. 
These sketches are critically studied by G-E advertising 
executives, display men and the advertising agencies. 
Consideration narrows them down to a more limited 
group in which each display had very apparent merit. 
Further elimination reduces the selection to those offer- 
ing the very best possibilities. 

This group of rough-outs is then turned back to the 
artists with instructions regarding such changes and re- 
visions as are deemed advisable in making more effective 
displays. Later on, back come the revisions—still in 
small size, but in more finished form because of the ad- 
dition of rough color. 

Again they come in for more study and scrutiny, this 
time more with reference to selecting art work and copy 
which would tell a powerful story in dramatic fashion for 
both displays and magazine advertising. Hence the in- 
jection of new ideas, the making and re-making of copy 
changes, further suggestions for color, etc. 

Now the time comes to call for the finished layouts— 
incorporating the new ideas and helpful changes—in full 
color and in actual size and produced by capable artists. 

And then the completed displays arrive for pre-testing. 
Color, human interest, beauty, humor, novelty, paint- 
ings by America’s foremost commercial artists, photo- 
graphs out of the most noted of New York studios—all of 
these are included in the colorful array of displays. Next 
each is given an identification number and all are 
assembled into an exhibit at Nela Park's Lighting Insti- 
tute. Allin all, there are now probably about 25 or 30 
feature display ideas. 

Pre-testing begins. Housewives, business men, clerks, 
stenographers, artists, sales executives, advertising ex- 
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perts, home lighting advisors—all are called in to view 
and appraise. Most of these are those who visit the G-E 
Institute on open house night and they come from all 
over the country. Each is asked to state which displays 
would be most apt to remind him or her of bulb needs if 
displayed in a dealer's window. 

Preferences are carefully observed and votes recorded. 
Choices are analyzed and weighed. All contribute to the 
final selection of tested displays which ultimately make 
up General Electric’s lamp display services. 

The final step in making available the next year’s lamp 
display service is taken when the top-notch units, as de- 
termined by the pre-test, are further concentrated upon 
with a view to any additional improvement possible by 
changing details of design, art and construction. Then, 
with the selected pieces worked into a well-balanced and 
rounded out display program combining human interest, 
product, etc., General Electric’s lamp display service is 
ready with not just a hit-and-miss lot of pretty pictures 
but a pre-tested series of coordinated units which have 
taken form after months of study and work and which in- 
volved the expenditure of thousands of dollars. These 
displays lend themselves to magazine advertising as well, 
and thus make more powerful than ever G-E’s advertising 
story—a ‘‘common’”’ story designed to reach every single 
user of electricity throughout the land. 

One of the outstanding plus advantages that G-E dis- 
plays have over many others is this almost perfect tie-in 

with current advertising. For example, notice the close 
tie-in between the March G-E ‘‘Help Wanted’’ magazine 
ad and the March display which featured the same strik- 
ing Nell Hott baby head with the added advantage of its 
being in full color. 


Insuring Display Utilization 

Once the displays have been selected, the machinery is 
set in motion for the presentation and the sale of these 
services to the trade. 

For the past several years it has been the policy to pre- 
pare attractive, five-color, accerdion fold broadsides— 
one for the Deluxe Service and one for the Master—show- 
ing the displays in full color. These have been sent to a 
carefully selected list of prospects and, of course, they 
have been furnished to jobber salesmen to be used in the 
solicitation of services. Such broadsides have also 
proved their worth when used in the solicitation of new 
or competitive business. 

With colorful broadsides available, it is up to G-E’s 
seventeen lamp selling sales divisions to prepare carefully 
selected prospect lists and to furnish the home office, 
Nela Park, with estimated display commitments. This 
is usually done in October and the campaign to sell the 
services for the following year then begins in Novem- 
ber. By the first of the year, most of the services have 
been sold and production and distribution then come to 
the front for attention. 

In preparing these display packages for distribution, 
steps are taken to make sure that the displays will be 
effectively used. Large sized, identifying labels are 
pasted on the outside of the shipping containers, each 
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Yellow —the songbird of the colors sings with a 


tone that commands attention. When contrasted with 


darker colors it stands out, catching the eye with an 
. The 


correct use of color in designing ‘packages that sell’ 


invitation that is warm, lively, and appealing. . 


is but one of the many features of Continental's pack- 


aging service. Making containers convenient for the 


consumer, economical for the manufacturer, and 
practical for filling, shipping, and display, are points 
carefully considered also. ..Continental’s packag- 
ing experts have at their command a wide variety of 
styles, shapes, and sizes to meet every need. Consult 
them freely. Often a new container idea or change in 


packaging design has resulted in increased sales. 


ONE OF A SERIES DEVOTED TO THE USE OF COLOR IN PACKAGING DESIGN. COPYRIGHTED, 1938. 
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SEALING 2 oz. SAMPLES TO BIG 5 POUND CARTONS 


FOR J. R. WATKINS CO., WINONA, MINN. 


GREATER FLEXIBILITY .. . speed, trim, 
sift-proof sealing and economy were the 
principal reasons for the selection of this 
efficient Triangle installation. The amazing 
flexibility of this modern Triangle equip- 
ment makes possible the automatic inter- 
locking of bag liner with carton flaps, and 
the sealing of a wide range of sizes . . . from 
small 2 oz. sample cartons to the big 5 lb. 
size. Conveniently changed over from one 
size to another by hand wheel adjustments. 
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Production speed up to 60 cartons per 
minute. 


No matter how many different sizes you have 
to weigh, fill and seal . . . however large or 
small your production . . . there is Triangle 
Equipment to do the job quicker, better, 
and at lowest unit cost. Let our competent 
packaging engineers help you cut costs, 
increase production, improve the appear- 
ance of your packages. Triangle machines 
quickly pay for themselves with the savings 
they make. Get all of the facts. Write today! 


TRIANGLE PACKAGE MACHINERY CO., 907 N. SPAULDING AVE. CHICAGO, IL. 


50 CHURCH STREET . NEW YORK . 111 MAIN STREET . SAN FRANCISCO . FOREIGN OFFICE: 44 WHITEHALL STREET . NEW YORK 


























































































































Low-Cost-Per-Unit-Filling Is an Established Fact 
When U. S. ROTARY FILLERS Are Used 
16-22-30 and 48-Tube Rotary Fillers to Meet 


Every Filling Requirement 


Designed to handle light or heavy, foamy or 
syrupy, free-running or viscous products of all 
kinds with equal satisfaction. Fully automatic, 
these fillers handle bottles, cans or containers of 
any size, style or shape, neatly and accurately at 
speeds of 35 to 300 filled containers per minute. 
Speed of filling is variable—completely controllable 
by you lo meet your requirements. 


Filling tubes come down to fill and seal the con- 
tainer, rather than have the bed plate raise and 
lower for this operation. This patented feature 
makes U.S. Rotary Fillers the most flexible and 
versatile on the market today. 


A post-card requesting BULLETIN RF-1 
will bring you the complete story—a story that 
you cannot afford to miss. 


U.S. BOTTLERS MACHINERY COMPANY 


4030 N. Rockwell Street > Chicago 
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label carrying a picture of the display so the subscriber 
will know just what is in the package. 

In each display package is an instruction sheet giving 
detailed suggestions for the installation of the particular 
display. In addition, this instruction sheet carries 
merchandising suggestions, tells of current magazine 
advertising and also describes various trick or novel dis- 
plays which the dealer may like to try out. 

The timing of the distribution of these major displays 
is an important factor in the program, especially so since 
the displays carry a definite tie-in with current magazine 
advertising. Accordingly, they must be sent out at just 
the time when this tie-in will be most effective. 


Checks on Popularity 

In order to check on the acceptance and popularity of 
these displays, various surveys have been conducted with 
cross-sections of the display service subscribers. 

In a nation-wide survey—conducted by the National Re- 
tail Hardware Assn. a few years ago—G-E’s Mazpa lamp 
displays received more First cHoice votes than all fifty 
other services mentioned by dealers covered by the survey. 
And 86 per cent of all the dealers subscribing to these 
MazpDA lamp displays rated them as either first, second or 
third out of a total of fifty-one different services. 

Most recently, the International Association of Dis- 
play Men made a country-wide cross-section survey 
which showed that ‘‘the Mazpa lamp displays produced 
by General Electric were given first place by 71.4 per 
cent of all the dealers and second place by 15.2 per cent, a 
total of 86.6 per cent for either first or second choice.”’ 


Miscellaneous Displays 

In rounding out its display program, General Electric 
has found it advisable, each year, to make available a 
limited number of deluxe, motion, itinerant displays for 
routing in preferred traffic locations. 

The current itinerant display is known as the G-E 
Monogram Revolving Display and consists of a large G-E 
monogram built up of layers of wood and projecting from 
a white background plane. The circle of the monogram 
is of yellow plastic which is lighted from behind to pro- 
duce a most striking effect. Around this monogram, 
a wite wheel revolves. This wire wheel carries a large 
assortment of unlighted bulbs. Beneath this wheel is a 
bin of bulbs with flashing lights shining up through them 
and through the plastic panels which enclose this bin. 

Dealers are likewise encouraged to make the trick or 
novel displays such as are described in the “‘Light Con- 
ditioner,’’ which is the name of the instruction sheet go- 
ing with each display. 


Where Next? 

Any large user of displays must be constantly on the 
alert and be prepared to make whatever changes may be 
made necessary by changing merchandising trends. 

Each year G-E reconsiders its display and merchandis- 
ing program and makes whatever alterations it deems 
advisable for more effective coverage and merchandising. 
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G-E feels that a closer study of actual display needs 
must be made—and this also applies to many other users 
of display material. How much material should be sent 
at a time, what size should it be, how often should it be 
sent, what can be done to make it more effectively used? 
These and many other comparable questions must be con- 
stantly kept before the manufacturer. 

How to get adequate coverage is one of G-E’s most im- 
portant problems. ‘‘Traffic flow’’ maps—showing the 
most important pedestrian traffic areas have been ob- 
tained and are studied in an effort to obtain as effective 
and as complete coverage as possible as well as to keep 
waste distribution down to a minimum. Much along 
these lines will undoubtedly be done in the near future. 

We must all realize that window display is really a 
most valuable and important advertising medium and 
selling mechanism. Great care must be taken to use it 
wisely, effectively and efficiently. It is an economical 
medium if properly used. 

But it is impossible to give window display too much 
care and thought. It must be developed with painstak- 
ing supervision, it must have a definite place in the entire 
advertising program, it must be designed to meet existing 
conditions, it must be distributed properly and at the 
right time and there must be an adequate follow-through. 





STAND THEM UP—THEY’LL WALK AWAY 
(Continued from page 78) 





counter space, rachet screwdrivers moved up to higher 
and higher sales levels. 

Within the last year or two, the company found a new 
tendency among dealers working against the sales of its 
standard and machinists’ screwdrivers. In an attempt to 
pick up small change on impulse purchases, dealers had 
begun to display very cheap, plain screwdrivers, selling 
for ten or fifteen cents, in counter trays, leaving the better 
grades of tools sleeping on the shelf. 

The problem was obviously to find some compelling 
means of bringing the Yankee drivers off the shelf. And 
North Bros. naturally turned their thoughts toward 
their experience with the spiral rachet merchandisers. 
For the lower-priced tools, somewhat simpler set-up 
stands were designed, utilizing the same principle, how- 
ever, of upright display and convenience in shipment. 
And once again—within a few weeks of introduction— 
the device ‘‘clicked’’ with the trade. 

This time, of course, dealers could lean upon their suc- 
cessful experiences with the older display for assurance 
of success with the new units. For both utilized the 
same elements of convenience for dealer and consumer 
and both occupied surprisingly small counter space. 

The result for North Bros. has been a marked upswing 
in sales of both lines at a time when most tool sales have 
been falling far below 1937 levels. Once again, well 
planned hardware packaging has paid its way and per- 
mitted manufacturer and dealers to cut a sales melon. 


























YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS. 


The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 


. Motor is underneath, out of the way. 

. Equipped with REEVES drive for speed control. 

. New design filling head gives a positive free smooth action of nozzle. 
. Start and stop push button switch. 


. Two hand levers. One for starting machine proper. One for stopping and start- 
ing filling mechanism. 


















No. 17-A. Improved 
Automatic Tube Fill- 
ing, Closing and 
Crimping Machine 


All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stirring Device as shown is 
r mended for materials that do not flow 
DETROIT MICHIGAN acai in our standard hoppet. . 








Wire Stitched Shipping Containers Best 
Protect Your Goods in Storage or in Transit 


When a box is wire stitched, it remains stitched, unaffected by 
moisture conditions during storage or transit. Wire stitching utilizes the 
entire strength of the board, and makes a sturdy, rigid box. 


It delivers your Canned, Bottled Packaged or Bulk Products in the 
best possible condition. 


THE BLISS HEAVY DUTY 
BOTTOM STITCHER 


Stitches the bottoms of Regular 
slotted containers at high speeds. It 
forms and drives up to 3000 wire 
stitches per minute from rolls of wire. 
Its high production, combined with 
the low cost of wire, assures a sur- 
prisingly low cost. 





Easily operated, no adjustments for 
various sizes of slotted containers. 





Ask for further information on ad- 
vantages of wire stitching. 





Bliss Heavy Duty Bottom Stitcher Bottom Stitched Slotted Container 
CHICAGO, 117 W. Harrison St. 28 West 23rd Street, CINCINNATI, Roy C. Kern, 3441 St. Johns Pl. 
PHILADELPHIA, 5th and Chestnut Sts. New York, N. b SAN FRANCISCO, LOS ANGELES, SEATTLE 
BOSTON, 185 Summer St. Bliss, Latham and Boston Wire Stitching Harry W. Brintnall Co. 


Machinery for All Types of Fibre Containers 
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FOR YOUR 


Unless otherwise indicated, copies of catalogs, booklets, 
etc., mentioned in this department may be obtained with- 
out charge by writing to the sponsoring company at the 
address given. 


THE METAL EDGE METHOD of packaging is detailed 
and colorfuily illustrated in a new brochure entitled, 
“Planned Packaging,”’ issued by the National Metal 
Edge Box Co., Philadelphia, Pa. Case histories of firms 
using Metal Edge equipment are cited and many pack- 
ages, as used by various industries, are illustrated. 


THE SELAS CO., Philadelphia, Pa., has published a 12- 
page booklet entitled ‘‘Applying the Vaporin Process 
in Web-Press Printing."’ The publication describes the 
Vaporin process of quick-drying printing in terms of the 
engineering and equipment requirements of this method 
and outlines the background work which preceded the 
development of the present Vaporin-printing equipment. 


HAMPDEN GLAZED PAPER & CARD CO., Holyoke, 
Mass., has issued swatch books on a series of wood 
reproductions known as Box Veneer, embossed to fur- 
ther heighten the wood grain effect. 

The company has also issued swatch books on its 
Rope Printed Flints and Velvet Leaf Prints designed 
and colored by Kenneth T. Reed and utilizing a new type 
of water-proof printing in water color finish which is 
claimed to greatly add to the appearance and durability 


of this line of papers. 


UNDER THE TITLE “Don't Be Confused,’ the Ameri- 
can Coating Mills, Inc., Elkhart, Ind., has issued a 
brochure printed on clay coated stock of the company’s 
manufacture. The folder invites the recipient to com- 
pare its stock with that of the cartons now being used. 


‘“TAMPER-PRUF FIBRE” has been selected as the 
name of a new fraud-proof paper introduced by Pejepscot 


Paper Company, Inc., New York. 


“PACKAGE ENGINEERING,” a booklet published 
by The Hinde & Dauch Paper Co., Sandusky, Ohio, de- 
tails the scientific approach used by modern manu factur- 
ers to solve packaging and shipping problems. Ex- 
amples illustrate safe packing of fragile glass and deli- 


cate electrical instruments. 
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PACKAGE MACHINERY CO., Springfield, Mass., has 
issued a new brochure illustrating and describing its 
Model LP-2 pop wrapping machine, a new unit pro- 
viding, it is claimed, a 20 per cent material saving over 
units formerly available. 


BIJUR LUBRICATING CORP., Long Island City, N. Y., 
has issued a profusely illustrated portfolio demonstrat- 
ing the application of the company’s automatic lubricat- 
ing systems to a variety of production tools and auto- 
matic machines including bottling equipment, printing 
machinery, food processing machines and special equip- 
ment of interest to packagers. 


THE ELWELL-PARKER ELECTRIC CO., Cleveland, 
Ohio, has issued two new bulletins descriptive of their 
high lift platform trucks and tiering fork trucks for use 
in handling shipping containers and other packaged 
merchandise. 


A NEW BOOKLET, entitled ‘Handbook on Design and 
Cutting of Quantity Displays,’’ has been issued by the 
Display Service Bureau of The Upson Co., Lockport, 
N. Y. The volume is published in loose leaf form to per- 
mit of the insertion of additional illustrated sheets from 
time to time and should prove of particular interest to 
display users and producers contemplating the utiliza- 
tion of panel board and similar materials. 


CHAMBON CORP., Garfield, N. J., has issued a new 
gravure press catalog presenting, with much detail and 
many illustrations, the story of the various models of 
the Champlain gravure press for automatic printing of 
labels, wraps and other package products. 


WESTINGHOUSE LAMP DIVISION of the Westing- 
house Electric & Manufacturing Co., has issued a new 
hand book on lighting entitled ‘‘Artificial Light and 
Its Applications,’’ which is available at 75¢ a copy. 
The volume represents a revision and enlargement of an 
earlier edition and is especially designed for the ex- 
perienced engineer as a reference volume. Particular 
interest on the part of packaging engineers will be found 
in chapters on Industrial Lighting and Light Control. 


THE FILLER MACHINE CO., INC., New York, has 
issued a folder which illustrates several types of auto- 
matic and semi-automatic filling machines for the pack- 
aging of dairy and similar products in cardboard cups or 


glass containers. 


B. F. GOODRICH CO., Akron, Ohio, has issued an 8- 
page, illustrated catalog which lists and describes its 
complete line of printing rubbers, including engraving 
rubber for hand-engraved plates and dies, unvulcanized 
rubber for molded plates and dies, unvulcanized rubber 
for stamps, type, hand daters, etc., adhesive fabrics for 
mounting plates and dies to press cylinders and various 


other rubber products. 
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Scientific 





. positive assurance 











Shows up soft spots anywhere in the 


roll from surface through to shaft 














Every Waldron Paper Roll undergoes the Waldron 
Density Test to insure the same uniform hardness | 
throughout as appears at the surface. By thus guard- | 
ing against “soft spots” anywhere in the roll, maximum 

life and service are assured to Waldron Roll users. 


Waldron Density Tested Rolls 


are safer to buy and to use. 








Jeet 
Fag cata, oN JOHN WALDRON 
CORPORATION 
Ne 5, 4 ° Main Office and Works: NEW BRUNSWICK, N. J. 
“eG J Chicago New York Portland, Ore. 
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XACT WEIGHT Scales of the 

above type are used nationally 
in modern packaging for both hand 
weighing or check-weighing bags, car- 
tons and cans behind automatic filling 
machinery. 


After long experience in packaging 
problems our engineers have designed 
EXACT WEIGHT Scales for low 
bench operations featuring top read- 
ing dials visible from any angle... 


— speed performance to the constant 
Pleat Bead accuracy of 14 oz.... ample scale 
on — capacity for handling any small to 
Biscuits medium sized packaging operation. 
Food Powders 
el If you are packaging from bulk don’t 
| Cereals package your profits. Write for our 
To those leaning on the importance of greater economies thru | oe catalog showing models best fitted for 
waste elimination and precision accuracies in ‘‘Spot-Sheeting” | Seeds your plant . . . do it now! 
do we address our invitation to investigate our new | 
DIFFERENTIAL CUT-REGISTER CONTROL UNIT THE EXACT WEIGHT SCALE CO. 


222 W. Fifth Ave. Columbus, Ohio 


For cutting to register, printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 
EYE. 


CHARLES BECK MACHINE COMPANY 





13th & Callowhill Sts. Philadelphia, Pa. an aang 
PRECISION SCALES 
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FILM AND EXHIBIT ITINERARY 


“Over the Counter and Off the Shelf,’’ the Moprrn 
PacKAGING movie in full color and sound, and the 
traveling exhibits of the 1937 All-America prize-winners 
are continuing an itinerary that will bring them, 
before the year’s end, to every major industrial center in 
the United States and Canada. 

Following is the list of bookings for the latter part of 
May and for the month of June—necessarily incomplete 
as additional bookings are being added almost daily. 
Interested parties are advised to contact the individuals 


























CUT BAG COSTS IN HALF WITH 
THE WRAP-ADE AUTOMATIC 
HEAT-SEALING BAG MACHINE 


No need waiting on deliveries ... mo need buying large quantities of bags to get 
low costs . . . no need storing and tying good money up in large stocks of bags . . . 
when you can make your own bags and envelopes yourself . . . economically .. . and 
when you want them, with this automatic Wrap-Ade machine. 

You make up to 25,000 high quality bags a day . . . cut costs in half because of its 
low operating cost... its thrift with material (works from rolls) .. . and because 
you pay the profits on your bags into your own pocket ! I 


Easily adjusted to making any bag up to 12” x 16” from any heat sealing material 
. » Only one unskilled operator required. 


Write for full details. 


Wrap-Ade Machine Co., 1c. 


215 Central Ave. MArket 2-0931 Newark, N. J. 


Ask also about Wrap-Ade Devices for sheeting, gluing, sealing, 
crimping, labeling, punching and bag, envelope and tube mak- 
ing with transparent cellulose. 




















STANDARD EMBOSSER 


For tissues, cardboards, covers, offset papers, liner boards 
and other materials taken off jumbo rolls and delivered to 


rewinder, 


Unit illustrated has single drum winder but same unit may 
be furnished with double drum or friction shaft winder. 


Hudson Sharp embossers may be obtained in varied designs 
for any purpose. Hudson Sharp steel embossing rolls and 
paper rolls are especially designed for any embossing pur- 
pose. 


HUDSON SHARP MACHINE COMPANY 


Green Bay, Wisconsin 
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named as sponsors for admission to showings. 


Date 
May 16 


May 16 


May 18 
May 18 
May 18-25 


May 20 


May 20 


May 25 


May 26 


May 28- 
June 3 
June | 


June 3 


June 6 


June 7 


June 9-10 


June 12-14 


June 15 
June 20 
June 21 


June 27- 
Aug. 1 


Place 


New Orleans, La. 


Windsor, Ontario 


Montreal, Canada 
Boston, Mass. 


Boston, Mass. 


Grand Rapids, Mich. 


New York, N. Y. 


Cleveland, Ohio 


Chicago, Ill. 


Babson Park, Mass. 


San Francisco, Calif. 


Tacoma, Wash. 


Lowell, Mass. 


New York, N. Y. 


Manchester, N. H. 


Buffalo, Ontario 


Tacoma, Wash. 
Tampa, Fla. 
Des Moines, Iowa 


Clemson, S. C. 


Sponsor 


Advertising Club of New Or- 
leans. D. M. Jones. Film and 
exhibit. 

Advertising & Sales Club of 
Windsor. K. G. Anderson. 
Film only. 

Advertising Club of Montreal. 
Carlyle Gilmour. Film only. 

Harvard University. Neil H. 
Borden. Film. 

Storrs & Bement Co. G. J. Wal- 
lace. Exhibit only. 

Advertising Club of Grand Rap- 
ids. L. J. Gringhuis. Film 
only. 

Advertising Federation of Amer- 
ica. Alfred T. Falk. Film 
only. C. A. Breskin to speak. 

National Paper Box Manufac- 
turers’ Assn. Wm. R. Kreeger. 
Film only. 

The Biscuit and Cracker Manu- 
facturers’ Association. Film 
only. 

Babson Institute. B. R. Can- 
field. Film and exhibit. 

San Francisco Advertising Club. 
Florence Gardner. Film only. 

Tacoma Advertising and Sales 
Club. Elvin E. Evans. Film 
only. 

Chamber of Commerce. Andre 
A. McCarthy. Film only. 
10th Annual Confectionery In- 
dustries Exposition, Waldorf- 

Astoria. Film only. 

Manchester Chamber of Com- 
merce. Wm.H. Zeller. Film 
and exhibit. 

Canadian Paper Box Manufac- 
turers’ Assn., Inc. C. V. 
Hodder. Film only. 

Girls’ Advertising Club. Rose 
Harrison. Film only. 

Tampa Adv. Club. J. H. Hamp- 
ton. Film only. 

Des Moines Advertising Club. 
G. W. Fitch. Film only. 

Cooperative Extension Work in 
Agriculture and Home Econom- 
ics, State of South Carolina. 
Thos. W. Morgan. Film only. 
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UNICRAFTS 


PRESENTS THE FINEST 
AND MOST NATURAL 
WOOD GRAIN PAPERS 
EVER ACHIEVED 


Note the perfection of engraving, the depth and detail 
of every inch of these fine sheets . .. a beauty and finish 


never before achieved in any wood grain reproduction. 


Then remember that these unusual papers come to you 
... already sized and water-resistant . . . ready for use 
as box covers, cover stock, display papers, labels and 
for a host of other purposes. Laminating results are 


unusually satisfactory. 


Unicrafts papers come in rolls of any width up to 50" 
and these are carried in stock thirty inchss wide! Less 
waste! And, of course, ideal for display and larger-box 


needs. 


Send for full size work samples today. Drop a note to 
Unicrafts and we will send five five-foot sheets in a pro- 


tective mailer . .. one of each paper... by return mail. 



































NEW YORK CHICAGO : LOS ANGELES 


UNICRAFTS CORPORATION 


10-15—46th AVENUE ~—LONG ISLAND CITY, N. Y. 
Telephone: STillwell 4 - 0686 


The Unicrafts factory and office are located at Long Island City. 
The Corporation maintains production facilities at two other mills 
as well. It is fully equipped for offset, gravure and specialty 
printing of all types . . . Single or Multi-color. Inquiries are invited. 





p 


- 














i sin es ti} : - 
— 45 3 ae, er teas 
mci ae peg EE ge ty 7 57 Saas 
a ‘ = EDS tics aetna 
] 
‘ 
3 
’ ‘ ~ 
- ~ 
‘ v ° 
‘ 
‘ & “- 
’ ‘ ‘ ’ 
\ E $ . 
3 4 . 
‘ . . 
i) + . ra 4 * 
i é 3 
. bs v \ v . . 
‘ 
é « 
: * 5 “ 





and 


Open up new markets! 
Pack your products in 
a pocket or purse size 
package. Whether it be 
dental floss, vitamin cap- 
sules, or tablets for the 
relief of pain or some other 
‘*handy’’ EASY-TO-USE 
product—pack it in 
Hycoloid. Because it is 
1/5th the bulk and weight 


of glass, and because 


UNBREAKABLE 


ATTRACTIVE 
COLORFUL 


Send for details — 


HYGIENIC TUBE & CONTAINER CO. 


Newark, N. J. 


42 Avenue L 











WHAT’S NEW IN 
PACKAGE DESIGN? 


@ Package designers and manufacturers can now use 
Acme Colorstitch to improve the appearance and sales 
appeal of their cartons. 

The color of the carton determines the color of the 
staple when the new Acme Colorstitch is used. Available 
in all popular colors, this new stitching wire will blend or 
contrast, as the designer wishes. Colorstitch may be used 
satisfactorily on all carton stitching equipment. It will 
not chip or peel, as the color is applied by an exclusive 
process which forces the coating to adhere closely to 
the metal. 

Made in all standard flat stapling wire sizes, Colorstitch 
is furnished in one-piece, five and ten-pound coils, which 
speed production and lower costs. First used in fancy and 
display cartons, Colorstitch is now effectively used on all 
types, including the shipping package. 

A sample card will indicate some of the possibilities 
which Colorstitch presents. Mail the coupon. There is 
no obligation. 


ACME STEEL COMPANY 
General Offices: 2843 Archer Ave., Chicago, IIl. 
Branches and Sales Offices in Principal Cities 


Acme Steel Company, 2843 Archer Avenue, Chicago, Illinois 
[_] Send a sample card of Colorstitch 


|] Have a representative call 
Name 


Address... 
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GIVING EYE-APPEAL TO FERTILIZERS 


(Continued from page 40) 





closer texture fabrics helped to eliminate sloppy sagging 
and untidy sifting. These factors were as important in 
obtaining display space inside the store from dealers as 
they were to the purchaser. Loma came out of the shed 
and onto the counter. 

The original package design was, in many ways, an 
excellent and effective presentation of a difficult product. 
It was simple and sound. Both canisters and sacks were 
left natural white, surrounded by a broad band of green 
setting off the word “‘Loma”’ in white and a representa- 
tion of a house and lawn surrounded by trees. The 
colors were red, green and black. 

When the Tennessee Corp. and its agency, the Samuel 
C. Croot Co., first called designer Wentworth Weeks into 
consultation, two essential criticisms of the existing 
packaging were advanced, both springing from the pre- 
dominate white background and both fairly serious from 
a consumer standpoint. First, canister and sacks alike 
soiled too readily. Handling the canister left finger 
prints and smudges and dragging the sacks across floors 
and tossing them back and forth in shipping did not help 
the white fabric. Second, the design lacked life. Strong 
and simple in construction, the large areas of white and 
the relatively minute areas of color faded to nothingness 
when displayed in the window or on the shelf or counter. 
These were the faults to be remedied—anything more ac- 
complished was velvet. 

The designer's first step, therefore, was the expansion 
of the green band to cover the entire area of the canister— 
a logical step which retained the effect of the white band 
on green and overcame both previous handicaps at once. 
The solid color cut soilage to a minimum and, by use of a 
brighter, more lively shade, increased package definition 
for display purposes. Application of a varnish upon the 
canister label gave additional mechanical assistance. 
This major color change, incidentally, immediately sug- 
gested the slogan, ‘For everthing green that grows,” 
correlating the thought of a green package and the green 
of growing things. 

Next, the house identified with the Loma trade mark 
was dropped to the base of the canister and surrounded by 
gardens and trees, graphically exemplifying the various 
uses of the product. These uses were repeated verbally in 
white reverse lettering against blue, so organized that 
‘‘lawns’’ appeared below a lawn, ‘‘trees’’ below trees, 
and so on throughout the entire list—a relatively trivial 
point, but one which multiplied the effectiveness of both 
word and representation. This band or illustration was 
reproduced in full color. 

All that remained to be done then was simple. The 


product name was reinforced with a blue, shadow line to 
compensate for the modified color. Material upon the 
face was organized in the tree shape utilized by the text 
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in the old design. All possible elements of recognition 
were retained and amplified—the good stayed. Only 
the unnecessary or detrimental was eliminated. 

Applying the same design to the bags presented more 
difficult problems. Solid colors, brilliant colors, are not 
usual in fabric sacks. Their materials and the process of 
manufacture are a handicap to the development of a co- 
ordinated line of products including them. By simplifi- 
cation of the scenic band and the use of a solid green back- 
ground, without gutters or borders, the final result was 
obtained—as effective as it is unusual. 

No changes were made in the construction of the canis- 
ter or the sack, except for the substitution of a uniform 
finish fabric for continuity. 

The basic elements of color and design have been ef- 
fectively coordinated in the development of this year’s 
sales promotion material and certain of them introduced 
into the Loma advertising through agency cooperation. 
The unified appeal, as well as the redesigned packing, 
help an excellent product to express itself in graphic, 
understandable terms. 

Credit: To Wentworth Weeks for design of the new 
packages. To Wm. W. Fitzhugh, Inc. for canister labels. 
To American Can Co. for canisters. To Fulton Bag Co. 
for printing and manufacture of fabric bags. 


ERNST A. SPUEHLER, Chicago, Ill., has published 
a booklet on packaging which illustrates package re- 
designs created by him for Swift & Co., as well as 
packages designed for nationally known manufacturers 
in the cosmetic, food, textile and other industties. 


BAKELITE CORP., New York, has issued a new booklet 
‘‘Bakelite Laminated’’ which describes the range of Bake- 
lite laminated products that are available and their 
diversified applications. Attention is given to the use 
of Bakelite laminated for counter displays and booths. 


BELT CONVEYOR IDLER BULLETIN—No. 80, has 
been issued by C. O. Bartlett & Snow Co., Cleveland, 
Ohio, manufacturers of material conveying and elevating 
equipment. The bulletin contains complete details re- 
garding a new line of Timken-bearing-equipped belt 
idlers of a novel type. 


‘““CEL-O-SEAL’’ CAPS AND BANDS and the part they 
play in protecting, identifying and enhancing packages 
is described and illustrated in a new folder issued 
by E. I. du Pont de Nemours & Co., Inc., New York. 


LOWE PAPER CO., Ridgefield, N. J., has published a 
new sample book entitled ‘‘Ridgelo Clay Coated Sky- 
Tints’’ which includes eight samples of coated boxboard 
in delicate shades. The folder illustrates either har- 
monizing or contrasting inks on each of the new clay 
coated SkyTints. 














NU... 


WE CAN'T MAKE A TREE 


But we guarantee that Sanderson’s 
reproductions of wood-grains are 
the closest to the real thing on the 
market. In colors that will harmonize 
with any packaging scheme, 
Sanderson woods are faithful repro- 


ductions of rare grains and finishes. 


Many of tomorrow's smartest pack- 
ages will be inspired by this com- 
plete line of wood reproductions. 
Ask for a free sample book. It con- 
tains many suggestions and chal- 


lenges for sales-worthy packages. 


PraooucTs 


SANDERSON PRODUCTS, Inc. 


48 WEST 48th STREET 
NEW YORK CITY 


Tel. BRyant 9-4650 


PRINTED ON No. L.F. 425 





PAPERS ror aut ™ 


PACKAGING PURPOSES 


Sample books of Sanderson's new line 
of covering papers are now being dis- 
tributed. If you have not received your 
copy let us know. Including printed 
and embossed design papers, metallics, 
wood-grains, and scores of effects never 
before available, Sanderson offers the 
package designer the most versatile 


line we have ever shown. 


ePropucTs 


SANDERSON PRODUCTS, Inc. 


48 WEST 48th STREET 
NEW YORK CITY 
Tel. BRyant 9-4650 





UNITED STATES DISTRIBUTORS 


JAPAN PAPER COMPANY 


109 East 3ist St, N. ¥. G 
453 Washington St., Boston, Mass. 


QUEEN CITY PAPER CO. 
520 Broadway, Cincinnati, O. 


WILCOX MOSHER LEFFHOLM CO. 
251 Sixth Ave., So. Minneapolis, Minn. 


L. P. CHEEVER 
Kendall Green, Mass. 


CHICAGO PAPER CO. 
801 So. Wells St., Chicago, Ill. 


MATTHIAS PAPER CORP. 
425 Arch St., Philadelphia, Pa. 


BLAKE MOFFITT & TOWNE 
Pacific Coast 


NEW ZEALAND 


EUROPE 


DISTRIBUTORS 
of 


SANDERSON FANCY PAPERS 


PAPER SALES, Lid., 
Hl King St., West Toronto, Canada 
J. G. MASSON, 

Apartado 505, Mexico 
CHEVALLIER, BOUTELL & HOWE 
25, de Mayo,347, Buenos Aires, Argentine 
R. T. SERRANO, Jnr. 

Pasaja Rubio, 34, Apartado 485, Guatemala 
VALENTINE BURROWES & CO. 
Carrera la, 1334, 
LUIZ C. VALERA, 

Apartado 2477, Havana, Cuba 
BERCKEMEYER & CO. 

Villalta (Ucayali) 264-6, Lima, Peru 
SIDNEY M. STADLER, 


Apartado Postal 52, San Salvador: 


ASIA AGENCIES, 
12, The Bund, Shanghai, China 
MR. S. DANT, 

P. O. Box 161, 


EMILE LEVY & COMPANY 
18/21, Locarno House, Main & Loveday Sts. 
Johannesburg, South Africa 


D. HATWELL & COMPANY 
P. ©. Box 1593, Cairo, Egypt 


GORDON & GOTCH, 
Australasia) Ltd., 


Singapore 


( 
- Little Collins Street, Melbourne, Victoria 


GORDON & GOTCH, 
(Australasia) Ltd. 
Barrack & Clarence St. 
Sydney, New South Wales 


VIVIAN GRANT, 
P, O. Box 978 


GUSTAV MAUTNER, 
Hintzerstrasse 12, Vienna, Ill., Austria 
TH. E. DE ROECK. 

Rue de Rotterdam 74, Brussels, Belgium 
DR. R. BISICKY, 

V Horni Stronce 2323, Prague, Czecho Slov. 
MR. P. SCHLYTTER, 
Trianglen Nr. 3, Copenhagen, Denmark 
A. SANDERSON ET FILS, 

20, Rue de Petits-Champs, Paris, France 
H. SCHUBERT, 

Tirpitzufer 46, Berlin, W. 35, Germany 
E. RIVA 
Corso Roma, 92, Milan, Italy 
DEZIDER HALASZ, 

Gajeva 28., Zagreb, Jugoslavia 
NORDISCHE HANDELS UND 
INDUSTRIE, 

Gesellschaft, Keninu lela No. 2, Riga, Latvia 
J. A. BORDA, 

90, Strada Tonna, Sliema, Malta 
HENRYK STANDE & SYN 
(Sub Agents) 

Rakowiecka 33, Warsaw |., Poland 
G. BOUCHE, 
(Sub-Agents—Levy & Co. 

20, Praca do Municipio 10, 

Lisbon, Portugal) 

1, Quai Magne, Ablon-et-Seine, France 
MAX ZISMANN, 

Strada Blanari 9, Bucharest, Roumania 
MR. A. H. POLGE, 

N. Malarstrand 60, Stockholm, Sweden 
J. HUNKELER, 

Wilkon, Canton Lucerne, Switzerland 


Christchurch 


HEAD OFFICE AND WORKS 


A. SANDERSON & SONS, 
Perivale, Greenford, Middlesex, England 








Cali, Colombia ~ 














EVERY SALE 

MEANS A STEADY 
CUSTOMER WITH A 
FEDERAL SPRAYER 
OR DISPENSER 





[Jefore gent pyuy 


... A LACQUERED CARTON | pir ey sn hnaarny r ont el tS 
_.. A FOIL LABEL 


of the Midway Chemical Co.) 


| Here's how it works. Offered as a premium or with a 
special offer of any kind, a Federal sprayer or dispenser 
GET IN TOUCH WITH can jump your sales to new highs because consumers 
want these handy, sturdy, foolproof appliances that 
mean so much convenience, economy and satisfaction 
THE UPACO CHEMIST | in the use of the product. Naturally when re-purchase 
| is necessary, they turn to your product, because with 
| your product alone can they continue to use this handy 
device. 


All three make great packages. But all three | That's one way. Other manufacturers offer a Federal 

; sprayer with every container—an all-year promotional 

provide a whale of a problem for the produc- campaign that keeps volume pushing ahead, re-sales 

‘ : ; soaring, and dealer enthusiasm abetting both. 

tion man who tries to use any but specially | 

: | And Federal, by far the leaders in the field—-with the 

formulated adhesives. largest plant, the most complete specialized machinery, 

and the greatest output—can supply you at costs so low 

| as to be practical in even the most competitive markets. 

| Investigate Federal at once-—send one of your con- 


UPACO chemists, with years of success in | teainers to us. Our engineers will gladly make up a 
, | sample fitted to your container, and suited to your 

solving these special problems under their | Product, at no obligation to you. 

belts, will make available to you their hun- 

dreds of special formulae or develop a new 

one to meet your exact requirements in short 

order. Either way, there's no charge for this 


unique service. 





‘FEDERAL TOOL 


UNION PASTE CO. Simian 


| 400 N. Leavitt St. Chicago, III. 


200 BOSTON AVE. MEDFORD, MASS. | 





MAY 1938 


























































Corp. 


and uniformity. 


be glad to recommend it. 
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is its ever constant uniformity. 


rejects, and a better appearing, stronger carton. 








AND EVERY INCH IS UNIFORM 


The remarkable part about BEND-WELL clay-coated | 
boxboard—-made 150 tons a day by the Eddy Paper 


Made in a 


giant new plant that is completely air-conditioned | 
BEND-WELL is absolutely assured ideal humidity | 
and temperature conditions. No other manufacturer 
of boxboard can offer you the benefits of such huge 
production coupled with such guaranteed quality 
BEND-WELL bends better, scores 


better, wears better, and prints better. 


Ask your carton maker about BEND-WELL. He’ll | 


Means economy, end to 


AIR-CONDITIONED 


BENG MEK 


CLAY-COATED BOARD 


THE EDDY PAPER | 
‘ao) 3:10) 9 Gare). | 


General Offices and Plant: White Pigeon, Mich. 
Chicago: Palmolive Bldg. 
New York: Postum Bldg. 





GIVE YOUR WRAPPING 
MACHINE A CHANCE 


(Continued from page 88) 











the design be practical from a machine operation view- 
point alone; nor should appearance be the only con- 
sideration. It is necessary, rather, to achieve the best 
compromise between these two elements by very careful 
forethought. 

Border lines and designs which have a solid bar run- 
ning the full length or width of the label should always 
be avoided. Thus, if a label should be trimmed slightly 
out of square, such designs will not match around the 
package and the appearance will not be satisfactory 
either on the longitudinal seam or at the end folds. In 
short, the designer should learn that although he might 
be able to wrap a single package so that portions of his 
design at opposite ends of a label register exactly, he 
cannot expect a high speed machine to continuously 
meet such exact register under production conditions. 
Often enough, the entire necessity for such register can 
be eliminated without injuring the design itself and some- 
times, in fact, decided improvements in design have oc- 
curred during the process of eliminating such mechani- 
cally inconvenient elements. 

The next step in designing the label is to determine 
those portions of it which must be left uninked. The lo- 
cation of these bare spots should come so that they are 
covered by the end folds and by the longitudinal seam. 
The necessity for leaving uninked portions arises from 
the fact that a good glued bond can be made where paper 
meets paper, whereas a coating of ink, lacquer, varnish, 
etc., would be glue-repellent and, hence, exceedingly 
likely to create trouble. On the longitudinal seam, the 
unprinted and uncoated area necessary to insure a strong 
bond must, at the same time, be kept narrow enough to 
prevent any of the uninked portion from showing. 

When all the above items have been determined, the 
grain of the paper should be ascertained. This will vary, 
depending on the direction in which the label is pulled 
from the magazine. Asa rule, the grain should always 
run in the direction in which the label is fed. If this 
is done, the needle of the machine will simply slit the 
label along the grain. If, however, the label has a cross- 
wise grain, the needle will tear out a small section. This 
may intefere with the feeding of the labels and it will 
tend to leave a residue of chips to clog the needle or 
spread all over the machine and perhaps get into the 
packages themselves. 

The grade of label stock should be extremely carefully 
chosen. Most of the troubles encountered in using 
special labels could be avoided if tests were made on the 
wrapping machines with samples of the proposed paper 
stock. This is especially true of new papers with a 
coating not easily glued. It is likewise true where the 
paper has a tendency to curl and, hence, is not adaptable 
for machine operation. Observation alone—even at the 
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If You Use Paper Boxes 





DON’T MISS 
PLANNED PAChAGING 





@ “Startling ...demanding the utmost atten- 
tion and respect,’’ says one reader. And 
another: “It has freshness and spontaneity 


that is immensely pleasing.” 


“Planned Packaging” IS different. Every 
man who prides himself on keeping up with 
trends and latest developments in packaging 
owes it to himself to see it. 

Metal Edge is the modern packaging 
method used by outstanding firms in 77 
different industries. Planned Packaging is 
the book that shows and tells how... and 
why. Eighteen beautifully illustrated pages, 
many in full color. Send for your compli- 


mentary copy right now! 








| METAL GE 
Shongest Fier Box 


NATIONAL METAL EDGE BOX CO. 


334 North Twelfth Street, Philadelphia, Pa. 


















To Meet 
LUSTEROID 


You'll find in Lusteroid the ability 
to meet and dispense with certain 
specific difficulties . . . in selling, 
in shipping, and in protecting. 


LUSTEROID meets selling difficul- 
ties by possessing the qualities 
people like in a package. Luster- 
oid’s transparent permitting high 
visibility and enhancement of the 
product. Lusteroid’s opaque, made 
in a wide range of colors—all at- 
tractive and eye-appealing. Lus- 
teroid's unbreakable —definitely an 
asset in carrying liquids, oils, pow- 
ders, tablets, etc. And Lusteroid’s 
a permanent container, which can 
be refilled, or used as re-use con- 
tainer for other personal notions. 
Lusteroid meets shipping problems 
by being light. Being unbreak- 
able, it does away with needless 
waddings, wrappings, partitions, 
etc. 





































And Lusteroid offers full pro- 
tection—being leakproof, siftproof, 
and exceptionally strong. 













Write for full information on how 
Lusteroid can meet your problem. 




















LUSTEROI! 











CONTAINER COMPANY, INC 





















Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
SOUTH ORANGE, NEW JERSEY 
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FOR SALE 


WALDRON 52” 
REVERSE ROLL COATER 


almost new, ready to run, complete 
with drying chamber, unwinder and 


rewinder. 


Suitable for coating with Lacquer, 
Varnish, Synthetics, Latex, etc. 


Also, 60’. Cameron Slitter 
60” Moore & White Sheet Cutter 


60” 3 roll Butterworth Calender with 
Reeves drive, new 


60” Laminator, new 
8 54” Calender Rolls 


Reply to Box 110, “% Modern Packaging, 
425 Ath Ave. New York, N. Y. 


Seal Containers with a 


PER MANE VY 
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hands of an expert—is not a sufficient test to determine 
whether a certain label stock will operate satisfactorily 
on your wrapping machine. Certainly it is no safe sub- 
stitute for the conclusive test of actual sample operations. 

Finally, remember that the manufacturer of your wrap- 
ping machine has probably come up against the very 
problems you are struggling with, many times before. 
If any problems arise which you can't lick, put them up 
to him and get the benefit of his experience. His recol- 
lection of the way the same or a similar problem may 
have been solved in a completely different industry may 
save you much experimentation and much valuable time. 





G-E IMPROVES CARTONS—SAVES 7% 
(Continued from page 39) 





general bulb grouping. For example, auto lamp cartons 
picture an auto lamp bulb—flashlight cartons a flash- 
light bulb. 

This emblem, once created, was incorporated in 
window decalcomanias, magazine and newspaper adver- 
tisements, blotters, folders, price cards, streamers and 
all other advertising material. 

It might be assumed that the attaining of these ob- 
jectives would, in itself, provide a sufficient measure of 
satisfaction for the General Electric designing and mer- 


One face of each of the cartons and individual 

bulb wrappers, produced by Hankins Con- 

tainer Co., presents a series of informative 

messages designed to increase bulb utilization 
and improve lighting practices. 


SIGHT IS PRICELESS 
.. LIGHT 1S CHEAP 


Bed Sons bays i sk a 
eciinan fase Sess enone eee 


‘SETTER LIGHT—seTTER FGHT 





chandising staffs. Yet, unlike the vast majority of the 
firms whose packages were studied in the Institute of 
Package Research's survey on the value of redesign (see 
page 25, January issue, MopErN Pack acinc ), the change- 
over period was utilized as an opportunity to obtain a 
design permitting of a basic cost reduction. This saving 
has been brought about because the new design re- 
quires less ink per carton and in spite of the fact that a 
higher cost of ink has been used for improved appear- 
ance, a saving of 7 per cent has been effected in the pro- 
duction cost of the half-billion wrappers and cartons 
used each year by General Electric. 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque Aniline Inks 


Opaque Aniline White, Yellow, Orange 
and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 
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Efficient, specialized machinery 
.. fifty-eight years’ experience... 
great skill...assures that Lowery 
and Schwartz will do a coating 
job for you of higher quality, 
prompt delivery, low cost... su- 
perior in all respects. 


BOXES OF 
DISTINCTION 
FOR EVERY TRADE 


¢ Rapid offers this wide selection 
of packages in various materials 
— paperboard and transparent 
cellulose — but all at uniformly 
low prices. 





They are attractive in design, individual 
in shape, fitted for exclusive merchandise, 
and are moderate in cost. 


It’s box appeal that increases sales! 


Write for full information. 


RAPID CUTTING CO., Inc. 
161-173 Franklin Ave., Brooklyn, N. Y. 






















1. Novelty Boxes—2. Heart Boxes—3. Bell- 
Shaped Boxes—4. Dividers—5. Round 
Boxes—6. Candy Boxes—7. Silver- 
ware Display—8. Transparent 
Boxes—9. Jewelry Boxes— 


19, Dusting Powder 


Boxes 


ANACONDA ELECTRO-DEPOSITED 
Pure Co pper 
Sheets 


Stock widths 30” or 60’’..and in rolls of long 
lengths. Thicknesses—1 ounce per square foot 
to 5 ounces per square foot (approximately 
.0015 inches to .007 inches). 





NON-POROUS...RUST-PROOF 
Practical uses for Anaconda ‘‘Electro-Sheet”’ 
Copper in new fields are innumerable. 


Samples upon request 


THE AMERICAN BRASS COMPANY 
Department “D3” 
AnaConpA 


from mine 


Waterbury, Conn. 






38231 





119 





MAY 1938 











SPECIALISTS 


in the manufacture of 


CAN & BOTTLE 
CLOSURES 
























JET us quote you on your 
requirements. Hun- 
c dreds of dies and molds 
available for Essential Oil 
Cans, Sprinkler Tops, Screw 
Caps, Aluminum Capped Corks, 
Lead and Tin Coated Spouts, 
Metal Specialties. Over 75 
years’ experience in meeting 
the needs of packagers. Call 
upon us for aid. 





CONSOLIDATED FRUIT JAR COMPANY 
NEW BRUNSWICK @ NEW JERSEY 


















































EQUIPMENT 
FOR SALE 


Slightly used, completely 
automatic packet or enve- 
lope opening, filling and 
sealing machine. _ Inter- 
changeable for range of 
sizes. Is in perfect work- 
ing order. May be _ in- 
spected in operation. Write 
Box 109 care of Modern 
Packaging, 425 4th Ave., 
New York. 
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DESIGNING DISPLAYS TO EARN 
COUNTER POSITION 


(Continued from page 77) 





These everyday facts shouldn’t be misconstrued as 
arguments against floor display stands. Far from it! 
As a matter of fact, in most instances, the permanent 
and semi-permanent display occupies an entirely different 
field from the shipping-display box combination. 

When the retailer receives ashipment of goods in com- 
bination shipping-display boxes, it is comparatively 
easy to find counter space for one of them. Usually a 
simple fold or two takes care of all the setting-up exer- 
cises required. Being made compact, for economy in 
shipping, it is also a space saver as a display. Since the 
merchandise is sold direct from the display-box, it isn’t 
necessary to have another supply to take up valuable 
space on the shelf. 

The next step comes when the products on display have 
been sold or nearly sold. At this vital moment the 
merchant can easily say, ‘“‘Let’s throw out this display 
and put up the one Blank Co. left the other day. This 
one’s dirty anyhow.’’ With the empty  shipping- 
display box unit, it’s different. Here the course of least 
resistance is to simply open another box (which must 
be done anyway) and put the ready-made display on the 
counter in place of the empty unit. 

Perhaps the most important consideration of all: 
in most cases the dealer won't think of the display-box 
as a ‘‘display,’’ using valuable space. He's much more 
inclined to think of it as another replacement of a 
product that must be within easy reach. The replace- 
ment is made so easily, so automatically, that permanent 
display of the merchandise is not uncommon. 

Note: The statements in this article are based upon the author's 
experience. MODERN PACKAGING would be interested in hearing 


from its readers who may agree or disagree with the viewpoint 
herein expressed.—Ed. 


Shipping-display boxes have been particularly 
widely used in special promotions involving 
combination offers and similar ‘‘deals.”’ 
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MERCHANDISE 


Made of PROTECTOID 


¢ DURABLE 


¢ NON-INFLAM- 
MABLE 


¢ ODORLESS 
¢ TASTELESS 





Especially suitable for 
boxing: 
CONFECTIONERY 
NUTS, GLACE and 
CANDIED FRUITS, 
FRUIT CAKES, 
COOKIES, CHEESE, 
FLOWERS, TOILET- 
RIES, NOVELTIES, 













etc. 


Also TRANSPARENT 
COUNTER DISPLAYS 


WEINMAN BROTHERS 


Manufacturers 


15103 MERCHANDISE MART, CHICAGO 
(ESTABLISHED SALESMEN, WRITE) 


Richard G. Ehrlich 


New York Representative 
11 W. 42nd St., Lackawanna 4-8218 
































HOTEL CHICAGO 
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are designed especially for 


LABELING - WRAPPING - SEALING 
MODERN PACKAGES 





Consult our Service Dept. on any Adhesive Problem 


THE ARABOL MFG. CO. 


110 E. 42nd St. 54th Ave. & 18th St. 30 Sterling St. 
NEW YORK CHICAGO SAN FRANCISCO 


e Boston « New Orleans « Seattle 


Philadelphia 














AEGINA 


ef\C DEVELOPMENTS * * 


1S ALIS BVITALIS 


ON DISPLAY. 11 Inthe Vitalis Sealtube Display 


Stand the Bristol Myers Company of New York 
have achieved an attractive yet practical display. This 
stand was molded by the Plastic Products, Inc., of 
Long Island City, who have taken good advantage of 
the superb finish and clean molding quality of Resinox. 
Resinox is available in a wide variety of colors and 
molding properties. Write us about your display 
problems. Our experienced service organization will 
gladly work with you. 
* Send forthe new Resinox Catalogs. 
unusual ideas on adding eye appeal to your product. 
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RESINOX CORPORATION 230 PARK AVE., NEW YORK 
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as few months ago a wide-awake de- 
| signer noticed that there was no really 
' convenient way for a woman to carry facial 
_ cleaning tissues when she was traveling or 
shopping. So he got busy right away and 
designed a watch-size container similar to 
' those shown above which hold two dozen or 
' so cleaning pads, fit easily in the purse. 
| But immediately he ran into production 
| difficulties. It seemed his good idea was an 
| impractical one. 

_ The cleaning pads are moistened with a 
) facial astringent . . . so metal cases rusted 


| and corroded. Then plastic cases were tried—but the 
) moisture swelled the base, caused the threads to bind or 
the covers to break. Several other plastics were tried, all 
with uniformly discouraging results. Then the molder 
called on us for a special moisture and corrosion-resistant 
plastic . . . and after studying the requirements we sug- 


Manufacturers are now featuring 

this large size Durez pad con- 

tainer in combination with the 
smaller purse size. 


Molded by Norton Laboratories 


gested a standard Durez molding com- 
pound which is now performing perfectly— 
the only plastic that could meet all the 
requirements for the base. 

As soon as the trade saw the samples of 
this container, they appreciated its utility, 
adopted it enthusiastically. Firms of the 
calibre of Clark-Millner, Parfait Powder 
Puff Co., Royal Distributing Co., Hinze- 
Ambrosia, Inc., and the George W. Button 
Corp., put them in retail stores under their 
own brand . . . other manufacturers bought 
containers from stock molds... and in every 


case they sold like a house afire. 

All of which points up this moral: when you are con- 
sidering a new package or accessory, no matter whether 
it be a standard or an extremely unusual application, 
investigate Durez first. General Plastics Inc., 85 Walck 
Road, North Tonawanda, New York. 


“DUREZ- 
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fine quality class, 

f a permanent nature, consider 
a Plaskon container may enhance 

it... may increase its sales. For a con- 
tainer molded of Plaskon is a quality pack- 
age, with a richness, a permanence and a 


beauty of color and surface that have made 


PEP tc hbelas: 
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sales records for hundreds of the countr y‘ 

most successful packagers. For examp e@ 

of fine containers molded of Plaskon, ‘hag 
world’s largest selling urea-formaldehy dg 
(light-colored) plastic, see your molcde 

or write Plaskon Company, IncorporatediiVie 
2122, Sylvan Avenue, Toledo,Ohio. 








